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0-B snaps to attention when Uncle Sam calls the roll, We're 
in the fight for good — laying on the line our men and ma- 
chines, skill and experience, patriotism and conviction that 
this war can have only one possible outcome. We're doing 
our share to bring about that outcome in the shortest pos- 
sible time and we're busy running up a big bill for the Axis 
to meet. 


Meanwhile, we are far from neglecting the home front. 


Your problems and ours are in certain ways identical— with [§ 
many materials becoming inevitably scarcer, and deliveries 4 

unavoidably slower. But in addition to playing a part in the ; 
war effort, we do our best to keep abreast of our obligation [i 
to the wholesale jewelry trade. 2 


You have learned to depend on O-B as a source © 
of up-to-the-minute, fast-selling, prestige-building — 
merchandise. So long as such service is within our — 
power, we'll continue fo justify your trust. . 
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Men’s Double Matched Cameo 
Massive 6 dwt. 10K mounting. 
No. 2692/7 $32.50 


Antique Italian Intaglio 
Massive 5 dwt. 10K mounting. 
No. 2764/7 $25.50 


Czecho-Slovakian full- tinned 
stone in 3%4 dwt. 10K mounting. 
No. 2763/7 $16.00 


32nd Degree Masonic Order 
Extra heavy 8 dwt. 14K ring. 
No. 2083/7 $45.00 
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Ladies’ Double Cameo 
Heavy 3 dwt. 10K mounting 
No. 2693,/7 $20.00 


Antique Tiger-Eye Cameo 
Massive 6 dwt. 10K mounting. 
No. 2860/7 $33.00 


Czecho-Slovakian full - tinned 
stone in 3 dwt. 10K mounting. 
No. 1944/7 $13.50 


Oriental Snake Amulet Ring 
Hand-cut massive 5 dwt. 10K. 
No. 2767/7 $25.00 


CUS TUM 


BRAPT&S 
BY 


Eight madern classics, designed 
and executed in our own shops. 
Conceived as proper settings for 
our collection of fine antique 
cameos and intaglios and rare 
imported stones. Custom made 
by artist-craftsmen. Extra-heavy 
cast gold mountings have enough 
strength to carry their stones for 
generations of wearing. Quantities 
are necessarily limited. Order now. 


PRICES SHOWN ARE KEYSTONE. 


1 SAUER & C0. 


439 RACE STREET 
CINCINNATI, OHIO 
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This intriguing new Marcé creation presents 
_ q@ dual personality . . . In one aspect it offers 
the beauty of a distinguished, heavy-link gold 
‘bracelet decorated with rubies and diamonds 

‘Then, by. merely lifting the lid of the 


ee motif, an attractive watch dial is un- 


masked . . . Executed by K &O craftsmen 


with the skill that has become traditional 


: INCORPORATED 
“OF FINE PLATINUM JEWELRY AND WATCHES * ENJOYING 





I847 ROGERS BROS. 
SPECIAL ANNOUNCEMENT 


one 


STERLING SILVER 


Yrs, you may expect 1847 Rogers Bros. Sterling early next Fall. It is 
planned to have patterns and advertising worthy of this famous name— 


the best-known trademark in the industry. 


SILVERPLATE 


No NEW ORDERS for 1847 Rogers Bros. Silverplate can be accepted. We 
are permitted to ship only our stock of finished merchandise. This is 
adequate to supply partial shipments on unfilled orders placed prior to 
April 1. It may be necessary to substitute patterns and items, and ship- 


ments may be extended over a period of several months. 


[INTERNATIONAL SILVER CO. 
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Looming large on fashion’s horizon- 


popularized by AMERICAN BEAUTY ring craftsmanship 


For capturing popular fancy and winning glowing charm, captivating color. Its 
universal favor, few gems compare with appeal is such that our best talents were 
TOPAZ. Glamorous in a typically Brazilian devoted to the creation of a new series of 
way, America’s fashion- yy a exquisite topaz rings that can 


conscious women acclaim joe FE now be sold at prices within 


it for its intrinsic beauty, — = a = | every woman’s reach. 


Colorful display card showing 
famous star of stage and 
screen, CARMEN MIRANDA, 
wearing her American Beauty 
Topaz ring Available te 
American Beauty jewelers 
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SINCE 1865 
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ELGIN STOP WATCH—one of the many precision instruments now being 
produced under government order by Elgin for America’s armed forces. 


A TORPEDO HIT—in maneuvers or in combat—is the 


result of perfect timing. Here, as in many other naval 


operations at sea, Elgin precision instruments prove 


their dependability. 


Once the “enemy” is sighted—Uncle Sam’s 
submarines have the problem of approach- 
ing to within firing range without being 
detected. This calls for submerging and 
advancing on a definite bearing for a care- 
fully calculated number of minutes and 
seconds ticked off on the navigational offi- 
cer’s stop watch. Then the brisk order, 
“Up periscope!”’ The target is caught in the 
cross-hairs. “Fire one!” And the submarine 
launches its deadly underwater missile. 


For such exacting work as this in the 
Submarine Service, Elgin stop watches 
prove their dependability. In addition, 
the government has also called on Elgin for 
the production of many other precision in- 
struments vital to America’s army, navy 
and aviation forces. 

When the call came—Elgin was ready. 
Scientific and research equipment, the 
finest in the watchmaking world, was im- 
mediately focused on the new problems. 


And to the creation of these needed pre- 
cision instruments was brought the experi- 
ence and skill of Elgin’s fourth-gener- 
ation master craftsmen. 

Every Elgin precision instrument— 
tested to the most exacting scientific 
standards—is thoroughly American. Each 
part is designed and created in the Elgin 
factory —the largest in the world devoted 
to the manufacture of fine timepieces. 
Elgin National Watch Company, Elgin, Illinois, U. 8. A, 


1 ¢ | N 
THE GREATEST NAME IN AMERICAN FINE 


WATCHMAKING SINCE 1865 


* * * * * * 


* 


Elgin manufactures for army, navy and aviation use: 
NAVIGATION WATCHES + STOP WATCHES - AVIATION CLOCKS - TANK CLOCKS + SERVICE WATCHES - CHRONOMETRIC TACHOMETERS 
COMPASSES + TIME FUZES FOR SHELLS + JEWEL BEARINGS + SPECIAL TIMING DEVICES FOR NAVAL AND AVIATION USE 

RAILROAD AND TRANSPORTATION WATCHES 


* * * * * * * 
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I. D. on an American-Made Waterproof Watch Case 
signifies a product that can be bought with confidence 
— sold with pride — worn with lasting satisfaction. 
In today’s quality-minded market, more than ever be- 
fore, it PAYS to insist on I. D. Products. 


I. D. Products sold only through Watch 


Manufacturers, Importers and Wholesalers 


I. D. Watch Case Company, Ine. 


Factory and Offices: 121 VARICK ST., New York City 


Manufacturers of FIRST American Thin Waterproof Watch Cases . . . FIRST American Ladies’ Waterproof Watch Cases 
FIRST AMERICAN Square Men's Waterproof Watch Cases . . . FIRST Complete Line of American-Made Waterproof Watch Cases 
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BRUNER-IRITTER 


FACTORY: 1720 Fairfield Ave., Bridgeport 
SALES OFFICES: 630 Fifth Ave., New York 
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ENGAGEMENT RINGS - ENSEMBLES 


¢ DIAMOND RINGS - 


CREATORS OF WEDDING RINGS 


CRAFTSMANSHIP 





HABACTER 


(; 

















SOLD THRU WHOLESALERS 
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2 lock-hooks soldered —— 
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tok 


B 191/286 .. $650.00 


C 191/307 ..$375 ea 
D 191/326. . $9.00 ea 


Prices indicated are 
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Two “dog tags” are issued to evel 


This endless 27 
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» When it comes to 
Snake Chains 
it's FORSTNER 


of course 
We will gladly refer 
you fo the manufactur- 
ers franchised to use our 
14 Karat Gold and 
Platinum Snake Chain. 

































Practically every hour, every day, someone in your community buys Accessory 


Jewelry. That’s why an A. J. Dep’t. is a natural gift center. It opens your door to all 
gift shoppers, regardless of age, sex, or salary. @ Promote your A. J. Dep’t. for lively 
traffic, brisk turnover, and for profit replacement on other merchandise no longer 
available. To make sure of extra-profit sales, feature ladies’ and gentlemen’s Acces- 


sory Jewelry, styled by Jacques Kreisler and sold exclusively through retail jewelers. 


JACQUES KREISLER MFG. CORP. orice NORTH BERGEN, N. J. 


NE W YORK SHOWROOM: INTERNATIONAL BUILDING, ROCKEFELLER CENTER 
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by A MAN'S WORD 


A Monthly Comment by Jacques Kreisler 


When I think of Albert, 
I picture a ready smile 





and a pearl stickpin. 

Both were in evidence 
last night 

at the send-off party 

to his son in the Navy. 

My friend's eyes 

showed a trace of sadness, 








» No. 2152: Two piece gent s set eli iclane ip and but his face 
a chain tie holder yellow gold finish — Kreisler 


wore a proud smile. 










sea And in his cravat 
ee was the inevitable 
anes pearl stickpin. 
No. PC1OOB: Ladies’ floral pin, sterling te — t couldn't help 
with 12 kt, gold. Mother-of-pear! stone. $6.95 


looking back to that 
cold winter day in ‘34 


No. B67: Ladies’ breeele: 
gold finish  Kreisler quality: 


| Zim. 
when I bumped into Albert. 
He was down at the heels -- 
but smiling. 

He was wearing 

a thin, shabby topcoat. 

Yet I detected 

a pearl stickpin 

glowing warmly 

in his faded tie. 

Albert followed my eyes. 


"Jacques," he had said, 


"I gave up my home, 
business, and savings. 
I keep this,” 





HERE'S WHAT MAKES AN A. J. DEPT. oe ee eee 

a cyTRA PROFITABLE: "to keep up my spirit." 

\ a is — Looking back, 

og ee oe °° Ses I realize how important 
crcicelete, a 3 : a piece of jewelry can be 
For meses cofflinks, collar clips, tie in keeping up morale 
holders, a an pea in times of trial. 
: : 5 ’ hi 0m 1 t 
Many items available in 


silver and in gold over ste 


1 BANDS. WATCH STRAPS~---LADIES’ AND MEN'S ACCESSORY JEWELRY 








W = : ATTLEBORO REFINING CO. 
f ELECTROLYTIC REFINERS OF GOLD AND 


YOU GET GREATER 


RETURNS FOR 
PRECIOUS METAL SCRAP 


Attleboro’s low cost, large- 
scale production gives our cus- 
tomers highest net returns on: 


Solid Gold Scrap 

Filled and Plated Gold 
Scrap 

Plating Wires and Racks 
Dental Scrap 

Filings — Sweepings 
Cuttings — Clippings 
Bench Waste 

Polishings 

Obsolete Stock 





SILVER FOR AMERICA’S LARGEST USERS 
SINCE 1899. 


| oe are three main factors which assure you of 


the best returns from precious metal scrap shipments entrusted to Attleboro: 


FIRST, is the honor and integrity of the house itself — established by an 


unblemished record of 43 years of fair dealing. 


SECOND, is our mass-production electrolytic refining method which cuts 


costs to the minimum —transmits the resultant savings to you. 


THIRD, is our scientific and minutely accurate analysis of every lot of 


refinings which is shipped to us. 


Prove these contentions to yourself by shipping us your next lot. 


Mbbere Refeiny Ce 


Main Office & Plant Branch Office & Plant 
36 UNION STREET Fir\ = 300 COMMUNIPAW AVE. 
ATTLEBORO, MASS. - JERSEY CITY, N. J. 
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TRADE JSch MARK 


JAMES SCHULZ 


SV Lauutacturer of 


SCHULZ WATCHES 


WATCH CASES AND WATCH BRACELETS 


Now located in more 


spacious quarters in 


The Allied Arts Building 


304 EAST 45th Street 


NEW YORK 


TELEPHONE: MURRAY HILL 5-1797 
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Recent surveys indicate that marriage license 
records show a continued upward trend 
across the country. As Dan Cupid sends his 
happy couples to the altar in mounting 
numbers, alert Jewelers are giving added 
emphasis to their showings of “Lovelight” 
Diamond Rings, sponsored by A. Edward 
Fisher & Co. ... They know that these 
masterpiece-styled rings, in solitaires and 
sets, have the beauty, the craftsmanship and 
the quality that make sales and satisfied pa- 
trons. Moreover, selling in the popular 
price ranges, they afford generous, consis- 
tent profits for retailers. Inquiries solicited. 
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Women's Model 
Suitable for 
with Army or Any . ; Initialing. 


FEATURES | | Other Emblem 


e CONCEALED PICTURE Orders and reorders come piling in from all over the country 
LOCKET for these handsome, substantially- made 10 kt. yellow gold 





‘““Remembrance"’ rings. We have them in assorted designs for ~ 


e CONCEALED MIRACULOUS men and women, suitable for initialing or with military and fra- 
MEDAL PANEL : ternal emblems. All with cleverly concealed picture lockets or 








miraculous medals. They're different with a capital ‘‘D'’ — and - 


e MILITARY OR they sell on sight. Write today for particulars. 








FRATERNAL EMBLEM NEWSPAPER AD-MATS AND DISPLAYS AVAILABLE WITHOUT CHARGE 





RING COMPANY 


WEST 47#hi STREET: 85. GNEW YORK CLI te 
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Published in the interests of jewelers who sell and people who buy WATERPROOF, SHOCKPROOF 


LET’S GET 
THINGS 
STRAIGHT 


ABOUT 


WATERPROOF 


WATCHES 


ATERPROOF-SHOCKPROOF watches are sci- 

entifically-built to withstand hard wear, 
to resist water, shocks, magnetic attractions. We 
mean normal shocks because no watch will withstand 
the blows of a hammer (hard usage simply does not 
imply abusage!) These watches must be kept in 
condition. Sturdy and rugged though they are, they 
must be tended to, cleaned and overhauled periodic- 
ally to insure faithful service. CROTON waterproof 
watches are all we claim for them. They are, in fact, 
waterproof, shockproof. And with proper care, they 
will give excellent service under all conditions. For 


the complete confidence and satisfaction of your cus- 


24 


watches 


tomers, wouldn’t it be wise to apprise them of these 
common-sense facts? Send for new illustrated folder 


showing all Crotor waterproof models, 


Croton Waterproof-Shockproof Watches Are 
Nationally Advertised In Leading Magazines 


CROTON WATCH CO. « 48 W. 48th %&. « NEW YORK 
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purposes. The addition of Gemex 
Identification Bands to your stock will 
undoubtedly prove highly profitable 
with quick turnover, since in design. 
material and finish they are fully up 
to the high standards found in other 
Gemex lines. Contact your whole- 
saler.GEMEX COMPANY. Union. N. J. 


ion BANDS 
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AN AMERICAN DAY ORATION DAY 
1 AM MAY 17 DEO MAY 30 
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Smartly Styled Identification Bracelets and Anklets in Sterling Silver—to Retail at $1.00 and up 
(Also Available in Gold Filled and in Solid Gold) 
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Sterling Silver Identification Neck- 
lace with Tag—Retail $1.00 complete 


a 
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NEW! "MY IDENTITY" Sterling Silver Iden- 
tification Container to hold name and ad- 
dress slip. Including Sterling Silver Bracelet 
—Retail $1.00 
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“REMEMBER PEARL HARBOR" 
LAPEL PINS 
Sterling Silver 


FET 
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Made for Aid to the 
HONOLULU COMMUNITY CHEST 
(United Welfare Fund) 4 


' 


ELy 
AAA. 


x 
a 


10% of the retail price has 
been contributed by us to the é 
United Welfare Fund of 
Honolulu. An — = Bal Soldier or Sailor cetan on 
terling Silver Medals erling Silver 
Retail Price $1.00 Each Retail $2.50 Each Chains for 


Sterling Silver Pat. Ne. D-131,401 (Left) SAINT ELMO Patron (Right) SAINT CHRISTO- Double Identity 

Individually Styled Saint of the Sailor ‘‘Pre- PHER Patron Saint of the 

identification Bracelet serve us at Sea’’ cae, “Protect us in our . *Reg. No. 13280 
raveis 


of the UNUSUAL—AS USUAL 


te “Creators « 
mys =) Ma lter Lamp [ 608 FIFTH AVENUE e NEW YORK 
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DECORATION Dp INDEPENDENCE p 
MAY30" JULY 4g Y 


d colored stones: 


with simulate 


All items illustrated are made in Sterling Silver. 
Many available in Solid Gold. 


: ) i / *Creators of the UNUSUAL—AS USUAL 
Gl Ga. AMP _ 608 FIFTH AVENUE e NEW YORK 
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Tenmicine 


THE NEW 


SIMMONS ALL PRECIOUS LINE 


{ The Jewelry that’s marked with a *} 


Far 1942,Simmons presents their new All Precious, 
Gold Filled line—Karat Gold on a Sterling Silver 


base. This new line, which will be the entire Simmons 


Gold Filled line, offers more intrinsic value, inas- 
much as the Sterling Silver base makes it All Precious 
Jewelry—a sales point worth stressing to customers. 
It has the style and quality that is characteristic of 
Simmons. And its price is only moderately increased. 


The Simmons All Precious line has been carefully 
selected to give you a well rounded selection of 
proven best sellers. 

Look for this new Simmons line. A * is stamped on 
each piece. It will be available to the trade just as long 
as its production does not interfere with Simmons 
war work or its manufacture is not curtailed by 
government regulations. 


R. F. SIMMONS COMPANY ¢ ATTLEBORO, MASS. 
LARGEST MANUFACTURERS OF QUALITY GOLD FILLED JEWELRY IN THE WORLD 
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No. 255—Gold Filled 
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& Craftsmanship 
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No. 43- 269—Gold Filled 
Diamond Set 





No. 2-234—Gold Filled 




















No. 2-253—Gold Filled No. 2-243—Gold Filled 


-————— = = 
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No. 2-216—Gold Filled 


x “To A Lovely Little Lady” 


The universal love for little children is the power 
behind the sustained sale of baby jewelry. Jewelers 
who recognize this fact—who show dainty Le Stage 
jewelry for children—are enjoying steady profits. Ask 
your wholesaler for Le Stage Baby Jewelry—the long- 
established line of widest variety, superb finish and 
attractive gift-packaging. The base and therefore the 
price of all merchandise will depend on Government 
regulations. 


Be eee 
No. 26-25—l0k Gold 





CHAINS of all descriptions . . . LOCKETS 
BRACELETS and KNIVES 





Three S'zes 


LeSTAGE Sone 


Le STAGE MFG. CO., 


NORTH ATTLEBORO, MASSACHUSETTS 


and JEWELRY 


NEW YORK e@ 9? MAIDEN LANE, A. H. BETZ 











No. 108—Gold Filled 
Three Sizes 


CHICAGO e@ 29 E. MADISON, ALLEN B. PINERO 
SAN FRANCISCO e@ 57 POST ST., MAX J. NEWMAN 
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°# he release of the “Mignon” 
watchbracelet, last year, created a big sensation in 
the market of ladies’ watchbracelets, expressing itself 


in a tremendous success. 


NP RIDEL 


continued without interruption their inventive 


However, 





activities and take pleasure to introduce today their 


newest achievement: 


VLA 


PATENT No. 2,267,968 





Mignonette is a streamlined watchbracelet with 
lengthwise and parallel expanding links, straight 
and absolutely balanced in every given position, with 
maximum expansion, greatest flexibility and of most 
pleasing appearance even when half expanded. 


Made only in all precious metal 
1/20 Gold Filled on Sterling 
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INDUSTRY ANSWERS THE CALL! 


32,145 Firms With Over 
17,700,000 Employees 
Have Installed the . . . 


PAY-ROLL SAVINGS PLAN 


Have YOU Started the Pay-Roll ii 


Plan Easy to Install 


Savings Plan in YOUR Company? 


Like a strong, healthy wind, the Pay-Roll Savings 
Plan is -~veeping America! Already more than 
32,000 fi 1s, large and small, have adopted the Plan, 
with a to. of over seventeen million employees— 
and the number is swelling hourly. 


But time is short!..More and more billions are 
needed, and needed fast, to help buy the guns, tanks, 
planes, and ships America’s fighting forces must 
have. The best and quickest way to raise this money 
is by giving every American wage earner a chance to 
participate in the regular, systematic purchase of 
Defense Bonds. The Plan provides the one perfect 
means of sluicing a part of ALL America’s income 
into the Defense Bond channel regularly every pay- 
day in an ever-rising flooa. 

Do your part by installing the Pay-Roll Savings 
Plan now. For truly, in this war, this people’s war, 
VICTORY BEGINS AT THE PAY WINDOW. 


Like all efficient systems, the Pay-Roll Savings 
Plan is amazingly easy to install, whether your 
employees number three or ten thousand. 


For full facts and samples of free literature, send 
the coupon below—today! Or write, Treasury De- 
partment, Section C, 709 Twelfth Street NW., 
Washington, D. C. 


U; 


MAKE EVERY PAY.DAY...BOND DAY! 


U.S.Defense BONDS * STAMPS 


16—26944-1 Form No. DSS-280 
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@ WATER-RESISTANT LEATHER 
@ GOVERNMENT TWILL 
@ COVERT CLOTH 


NEET meets the demand for watch straps that stand . 

up under punishment — with smart-looking, longer- — 
wearing creations that resist water, and with govern- 
ment twills and covert cloths. The former are ¢ 


calfskin and exclusive saddle-stitched Buffalo 


ARISTOCRAT OF 
WATCH STRAPS 





Dy OMAKY i as 0:40 UR 
FOR ACTIVE SERVICE 


VICTORY 


7 eS RARARRRETETTOR " feaetis Pe ga Rtn 
[Jasey PERPIT Custis Bi | — MB_ ak Jone PERE TTC 


576 different size crystals specially selected 
by our research department to replace crystals 
on watches that get extra-active use, worn 
by men in both the military services and de- 
fense industries . ... a vast market of millions 
representing a tremendous profit opportunity. 


in this Duratirfe 12 drawer Steel Cabinet. It's 
OF GENUINE GLASS easy to find the exact crystal you need 


quickly when you use the Perfit SPEEDEX System. 


PERFIT CRYSTALS ARE MADE The Perfit “Victory” Assortment is supplied 


There is no substitute for glass and no 
better glass crystal than Perrit! Accurately 


sized and shaped, PERrFiT crystals are easiest 
to fit. Thousands of America's jewelers 576 fast-moving Perfit Crystals for Men's watches 


have used them for nearly two decades! 1152 Speedex crystal compartments 
Perfit_ means PERFECT-FITTING (576 reserve compartments for future use) 


MADE IN U.S.A. 


The Victory Assortment contains: 


Note to POST EXCHANGES 


CANTEEN ERS, GOVT SE meucan Ferfil Crystal Corp. 


nce for 
Write at 0 spout the Perfit 


stal assortment. 


olesaler near you!) 653 ELEVENTH AVENUE © NEW YORK, N. Y. 


information 
Victory cry 
(There's @ Perfit wh 


* DISTRIBUTED BY LEADING WHOLESALERS FROM COAST TO COAST 
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Swank sterling silver jewelry...functional pieces of inspired design and fine craftsmanship...represent the 











ultimate in good taste and enduring character. * A decided up-trend in sterling silver jewelry merchan- 
dising is apparent in a period when increased incomes create a desire for better qualities. x The beauty and 
properties of sterling silver made it greatly favored for men’s jewelry long before the advent of priorities on 
other metals. * Let Swank, combining the accepted standard of sterling with the prestige of a famous 


name, direct you to the new profitable market eager to acquire finer products of permanent satisfaction. 


SWANK, INC « ATTLEBORO, MASS. 


* * * NEW ¥ QO RK @ FF Fe: Bs TY Oe Rciie se ee ANV-EN CE * * * 
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Swank serves the armed 
forces by.producing mate- 
rials for war orders...and 
serves civilian morale by 
producing jewelry for 
men’s wardrobes. 






















Gold Filled and Rolled Gold Plate 
are NOW Made on a Silver Alloy Base 


In Gold Filled and Rolled Gold Plate, Silver Alloy 
is now substituting for the non-precious metals that 
have been called away to war. It’s a substitution that 
is actually an improvement. For it offers the retailer 
a higher unit of sale... 
of greater intrinsic value. 

The newGold Filled and Rolled Gold Plate has lost 
none of its beauty or wearing qualities. It is rolled 


and offers the buyer jewelry _ 


mechanically, under tons of pressure, to insure longer 
wear. As jewelry you can recommend it highly. You 
can sell it easily. For even with its increased value, 


it still remains popularly priced, quality merchandise. 


Research Division of 


GOLD FILLED and ROLLED GOLD PLATE 


MANUFACTURERS 
Headquarters, Providence, R. I. 
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Open any new accounts 





e were NOT going to 


V 


a aa ... Unele Sam wanted to 








be one of our customers, and we’re proud to say .. . 
WE OPENED THE ACCOUNT... Bulova factories 


are producing munitions parts in large quantities! 


Winning this war will call for sacrifice, but we know 
we can count on the cooperation of all- Bulova jew- 
elers. After all, it is your war, and it is our war, and 
we have to win it. It’s time for action, not words, and 


Bulova is going to do its share! 


Let’s be patient. Let’s sell as much merchandise as 
can be produced, but — let’s stop complaining! Let’s 
buy War Savings Bonds and Stamps. Let’s fight 
this war with every spare dollar and every ounce 
of energy that we can muster. Let’s remember 


that we’ve got a job to do... AND LET’S DO IT! 


BULOVA 


630 FIF AVENUE 
NEW OS &. Bee 8 
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EARRINGS...EARRINGS 
and MORE EARRINGS! 


59c to $l retailers 


in STERLING SILVER 
...the Victory Metal 


The MORROW line is keyed to modern 
selling — long on style, high in value, low 
in price! It has customer appeal! Write 
for samples, giving us your wholesaler's 
name. 


LERS! ove 


WHOLESA 


vidence. don 


next trip to eee call Willioms 143° 


our entire line: 


Frank Morrow Company 


INC. 
129 Baker Street, PROVIDENCE, R. I. 


New York Office: 16 W. 36th Street 
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Chronometers and Chronometer 


Watches WANTED! 





— 


g.8.8. 737 


sna: te nies NAVY DEPARTMENT 
_ U. S. NAVAL OBSERVATORY 
WASHINGTON, D. C. 
TOB/aw February 7, 1942 





LETTER OF IDENTIFICATION 


sible assistance on your pa 
gesture. 








kK, New 
Roth Brothers, 104 East 23rd Street, New York, 
York, ere procuring suitable chronometers, mounted chro- 
nometer watches, chronometer pap nce tand eon fae stop 

s, for the Navy's urgent war ° : 
rcton' bs getting such timepieces into the Navy's cana 
sion will facilitate your Government's wartime efforts. 


Your coop- 


Mr. Roth is selling the above instruments to the 


government at the Navy's appraised valuation. 


Any pos- 
rt is recognized as a patriotic 


T. O. Brandon, 


Lt. Comdr., U.S.N., 
Material Officer. 





Authorized by the Navy De. 
partment to procure them, we 
will pay you a fair price for 





your chronometer .. . regard. 








ROTH Bros. 
CHRONOMETER Co. 


104 EAST 23RD STREET 
NEW YORK CITY 





LARGEST AND BEST EQUIPPED CHRONOMETER REPAIR SHOP IN AMERICA 
Se ee eee ee ee ee ee 


less of its condition. Also for 
chronometer clocks and sex- 
tants. Railroad watches and 
Waltham auto clocks, too, if 
they have winding indicators. 
A fair price guaranteed. No 
obligation on your part. 


Our expert mechanics are spe- 
cially trained for the intricate 
repair work required. After 
being completely overhauled, 
chronometers, etc., are then 
turned over to the govern- 
ment at the Navy’s appraised 
valuation. 


SHIP TODAY, MAILING COUPON 
BELOW. FAIR PRICE GUARANTEED. 
NO OBLIGATION ON YOUR PART. 








ROTH BROS. CHRONOMETER CO. 
104 EAST 23RD ST.. NEW YORK CITY 


Gentlemen: Realizing the Navy needs every available chronomete 
sextant, etc. I am shipping you the following: 


Make and Product 





My estimate of its value is 


It is understood that if, in your opinion. above is worth more than my estima’ | 
I will be paid accordingly. If your estimate is less, I will be informed and 
we do not agree on «a price, chronometer or other instrument will be returné | 
to me at your expense. Hi 





Signed 





Address 
City : a i 








fyruen PRECISION ...in the Service! 


Copyright 1942, The Gruen Watch Company 


40 


a) Gruen resources and plant facilities 
and trained personnel are engaged in the 
manufacture of Precision measuring instru- 
ments which serve a vital function in all 
branches of the American Armed forces... 


ut... 


Gruen continues to make Precision time- 
pieces inaccord with Government Agencies’ 
desire that dependably accurate timepieces 
be available to war workers and the public. 


#4 100% Gruen employee participation 
in purchasing War Bonds and Stamps. 


3] Gruen is pushing War Bond buying in 
all consumer advertising copy and all radio 
commercials with the slogan:— “‘Buy A 
Gruen Watch But Buy A War Bond First!”’ 


4 ) Gruen’s own painted bulletins on the 
highways leading into Cincinnati feature a 
dramatic new treatment of this slogan. 


5] Gruen has printed and is distributing 
on a huge scale a War Bond poster featur- 
ing the illustration reproduced on this page. 


© 60% of Gruen employees have enlisted 
as blood donors in the Red Cross drive— 
and volunteer enlistments continue. 


We give you these facts in no spirit of 
boasting, but simply to acquaint you, our 
dealers, with the broad scope of Gruen’s 
participation in the war effort. We should 
like to add only this: it is our sincerest wish 
that you ‘Sell Gruen Watches But Se// War 
Bonds First.’’ Remember Pearl Harbor! 


The Gruen Watch Company, Time Hill, 
Cincinnati, Ohio, U. S. A. In Canada: 
Toronto, Ont. 


*Registered Trade Mark 
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FREE watch repairing service 

was announced last month by 
Chadband’s jewelry store, Blooming- 
ton, Ill., for Bloomington and Mc- 
Lean County boys in the armed 
forces. 

This generous, public-spirited con 
tribution was set forth in a 12-inch 
four-column advertisement that pic- 
tured soldiers, sailors, marines and 
aviators, and invited: 

“If your watch needs repairing, 
just send it to your nearest of kin, 
who in turn will bring your watch 
to our store for repairs. Our repair 





department will thoroughly repair 
your watch free of charge, if repair- 
able . . . and we will return it di- 
rectly to you by prepaid express. We 
at Chadband’s want to do our bit for 
you boys in the Service.” 

Public reaction to this fine and 
patriotic offer was extremely favor- 
able. V. J. Lamping, owner, ex- 
plained that the store’s two watch- 
makers, both beyond the draft age, 
are giving their time to do. the work, 
and that the firm is contributing the 
materials and overhead expenses. 

“Every watch,” said Lamping, “‘is 
given expert workmanship consistent 
with our general policy.” 


© © 


DLE metal is slacker metal. 
Jewelers can lead and take part 
in community drives to round up use- 
ful scrap, starting right in their own 
stores, where there may be accumu 
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JEWELRY TRADE 


lations of old copper plate engrav 
ings, dies, out-of-date watchmakers’ 
and engravers’ tools. Waste paper 
and cartons can also be turned in. 

In Syracuse, N. Y., John D. Wil- 
son, jeweler, made headlines with a 
scrap drive all his own. He invited 
people to contribute old keys to the 
War effort, said his store would col- 
lect them. And one day last month 
he presented the City Defense Coun- 
cil with more than 10,000 old keys 
and key rings—weight 40 pounds. 

Observed the Council’s salvage 
committee: “If everyone in the coun- 
try collected their old keys the 
amount of valuable metal obtained 
would be considerable.” 


© © 


RHODE ISLAND _ jewelry 

manufacturer is one of two com- 
panies which have relieved the Navy 
of quite an embarrassment—a short- 
age of gold braid. 

The Navy, it seems, depended 
upon French production of gold lace 
for its uniforms, and when France 
fell the importation of the braid 
stopped. For a while, relates the 
New York Sun, we were coasting 
along with a sufficient stock on hand 
to supply a peacetime force. 

But when we entered the War, the 
demand tripled and naval tailors 
were in a fine fix. Authorities dis- 
covered no American company was 
turning out gold braid, and the 
search for possible producers finally 
led to two companies, one of them 
the Rhode Island manufacturing 
jeweler. 

Substituting nylon for silk, we're 
now making enough gold braid for 
our own forces, and exporting to 
Argentina, Chile. Canada. 


Jewelers 
(ircular. 
hey stone 


SABOTEURS and __paratroops 
would get short shrift in Zum- 
brota, Minn., where veteran jeweler 
Anton E. Michaelson maintains an 
arsenal in connection with his jewel 
ry store. 

On one side of the shop Michael 
son carries on his regular business: 
on the other is located a collection of 
100 or more weapons, some of them 
dating back to the early 1700's and 
ranging from there up to the modern 
gun. 

One of his prizes is a flintlock used 
in the war between Norway and 





Sweden in 1718; 224 years old, it’s 
still usable. A revolver shot by 4 
murderer, a madman’s dagger, a 
Philippine bolo, Civil War sabers 
and battle axes are among his other 
implements of war. 

Useful in Zumbrosta_ defense 
might be this gentle weapon: A 30 
pound 4-gage shotgun, once used 
by market hunters who slaughtered 
ducks for sale. 


© 


OO frequently a jeweler's trip 

to a watch or a clock factory, or 
to an Eastern buying center for re 
plenishment of his stocks, represents 
a neglected opportunity for building 
prestige and patronage at home. 

On every such occasion the aver- 
age retail jeweler fails to regard it 
as news, or an occasion for comment 
—yet this can be made news of some 
magnitude for local consumption, 
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reaching his clientele handily through 
the medium of his local newspaper. 
Sometimes it may be “N.W.P.”— 
news with photograph—that is, a 
picture or thumbnail cut of his fea- 
tures alongside his words. 

Even the jeweler not particularly 
engaged in civic affairs or frequently 
before the public can arrange to 
have a news story on his return from 
a leading factory furnishing some of 
the material which he handles. He 
can be interviewed, furthermore, on 
business conditions in the jewelry 
field, the progressiveness of the 
watch factory itself, which he has 
inspected, a résumé of his observa- 
tions, and with a photo, it will be 
highly beneficial to him. 

Such accounts of his trip for 
home consumption do not cost the 
jeweler a cent, since they may be 
casually inserted as a token of good- 
will for patronage extended to the 
business department, or friendly re- 
lations enjoyed. 
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TYPOGRAPHICAL error in a 

story in the Daily Oklahoman 
of Oklahoma City caused under- 
takers to vie for the business of per- 
forming the last rites on M. Kasner, 
a jeweler of 515 W. Main St. of that 
city, but their inquiries revealed that 


Kasner was very much alive. 

“T experienced the pleasant sensa- 
tion of Mark Twain by telling them 
and my friends that the report of 
my ‘death’ was greatly exaggerated,” 
said Kasner. 

It all happened when Kasner was 
selected to auction boxes and pies, as 
well as war stamps at the city em- 
ployees’ War Stamp dance. 

The Oklahoman carried a story of 
the event and over the article was 
the heading: “Jeweler To Auction 
War Stamps, Dies.” Just a matter 
of the substitution of the letter ‘“d” 
for “‘p.” 

“The undertakers were calling me 
all day for my business and they got 
a shock when I answered the tele- 
phone,” said Kasner. ““They thought 
they were talking to my ghost.” 

In spite of the error, Kasner was 
on hand for the dance—and the 
auction. 


© > 


RIORITIES are worrying most 
gold miners—but not George 
Sabol, of Los Angeles. Sabol is en- 
gaged in a new kind of “gold min- 
ing,’ that of extracting lost jewelry 
from an old city dump. 
This ancient dump was started 
about a century ago when California 
was under Mexican rule. In the 








"| want to buy an engagement ring that will make all my 
fiancee's friends envy her." 


stratum near the bottom, miner Sabol 
finds rings, bracelets and other 
jewelry of Spanish design, together 
with a few old coins. 

As he works upward, he unearths 
occasional pieces of jewelry which 
were made in England or Spain and 
probably came around the Horn in 
some old sailing ship. In the top 
layer, there are a few pieces of 
American jewelry of recent design. 

Sabol found this unique way of 
overcoming his financial difficulties 
seven years ago when the price of 
gold skyrocketed. That his venture 
has been a profitable one is attested 
by the fact that even now when work 
is plentiful he prefers to stay with 
his “mine.” 


© > 


669 F you want to increase watch 

sales, take your merchandise 
out of the boxes,’ advises Frank 
Mindlin, head of the Albuquerque, 
N. M., jewelry store that bears his 
name. 

Mindlin decided some years ago 
that a watch box added nothing to 
the display value of a watch, if any- 
thing detracted from its saleability. 
Ever since that decision was made 
his sales have increased steadily. 

“If it was a case of showing a 
single watch, the box might occa- 
sionally add something as a back- 
ground, particularly if it was a 
handsome box,” says Mindlin. “But 
when you have 1500 units on display 
as we do, the packages detract rather 
than add. After all, we’re selling 
watches, not boxes. To my way of 
thinking there’s only one reason for 
leaving a large watch stock in boxes 
—laziness.” 


> 


66 ALL is not gold that glitters’ 

runs a popular saying—and 
the purpose of current stamping 
regulations is to protect the jewelry 
industry and the public against 
fraudulent qualities. 

Here is the chronology of the fa- 
mous saying: 

“Do not hold everything gold 
which shines like gold,’ wrote 
Alanus de Insulis, who died in 1284. 

“But all things which shineth as 
the gold is no gold,” was Chaucer’s 
remark a century later. 

“All that glistens is not gold,” was 
said by Shakespeare 200 years after 
Chaucer’s time. 
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"Father" was spelled out in jewelry, on a section of natural-colored veneer 
partly covered with brown paint, in this ingenious Father's Day window 
used last June by S. Kind & Sons, Philadelphia. Various sized cork frames 
provided a masculine background for other jewelry on the floor of the display. 


Spare, Oh Spare. Those Neckties! 


AYBE it’s because Whistler never painted a pic- 
ture of his father—that fellow whom Dale 
Harrison described in the Seattle Times as “a combina- 
tion of helpless amoeba and cashier, putty in the hands 
of domineering wives and demanding children.” 
Anyway, Father’s Day used to be more honored in the 
breach than the observance, and lagged far behind the 
earlier publicized Mother’s Day. Father began to come 
into his own in 1936, with organization of the National 
Father’s Day Committee and sales of Father’s Day gifts 
have increased steadily year after year. Using 1938 as 
a base year equal to 100 per cent, 1939 business was 126 
per cent, 1940 162 per cent, and 1941 198 per cent. 
Father’s Day this year comes June 21, and will be 
observed on a nation-wide scale with the popular themes, 
“Honor a Great American—Your Dad,” ‘“Father— 
Defender of the Home,” and “Fathers for Defense— 
32,000,000 Fathers with but a single purpose, victory 
for American ideals; urging ceaseless buying of War 
Bonds, full cooperation in Civilian Defense and aiding 
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in all ways in maintaining the nation’s morale in winning 
of the War.” 

Radio, screen, major magazines and newspaper col- 
umnists will recommend Father’s Day observance. For 
instance, Collier’s June 20 issue, out June 12, will fea- 
ture four-color photographs of the Quiz Kids and their 
gift selections for Father’s Day; there will be a tie-up 
on the air June 14, and tie-in newspaper advertising 
mats and copy will be available. Saturday Evening 
Post’s June 13 issue will contain a two-color Bob Hope 
ad, with reprints and displays available to retailers. And 
Esquire’s July issue will be dedicated to Father’s Day. 

News ads will be built around the Quiz Kids, the 
Aldrich Family and Baby Snooks and Daddy, reflecting 
the large amount of attention that all the networks plan 
on behalf of the humorous and serious sides of 1942 
Father’s Day. 

A movie-short, “What About Daddy?”, will be avail- 


able for local booking during Father Week, June 14 to 
(Please turn to page 87) 
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How Eight Western Jewelry Stores 


Develop Bridal Sales . 


By W. B. STODDARD 


LeRoy's, Los Angeles, mounts a blow-up of an 
attractive bridal couple as background for several 
score solitaires and ensembles, arranged on step- 
up elevations and priced from $35 to $185. 


A marriage certificate on the coffee 
table keynotes this display of wed- 
ding gifts, by Lapowski of El Paso. 


6 HERE are two things about which a young 
woman always thinks when she is going to get 
married,” said L. J. Burnett, president of the Burnett 
Jewelry Co., Tacoma, Wash. “The first is, of course. 
her engagement ring, and the second is her silver. 
“Because of this natural association of ideas, we de 
cided that a combination of the two in our merchandising 
ought to strike a responsive note. So to June brides we 
offered a small assortment of plated silver flatware free 
with all engagement rings amounting to $50 or more. 
It resulted in many thrifty young people coming here 
for the ring. Best of all, it established the bride’s pat- 
tern, and in practically every case, either she or her 
friends and relatives completed the set here—thus giving 
us a good profit on all the hollowware and additional 
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flatware later purchased for the couple.” 

‘Feature one thing at a time, and make that one thing 
stand out distinctly” is the policy of LeRoys, Los 
Angeles. Because June weddings and graduations, added 
to the average monthly birthday and other sales, make 
June an important month for rings, rings were played 
up strongly in their June windows. One of these was 
aimed at brides exclusively. The background was a 
blow-up of a photograph of an attractive bride and 
groom and beside it a scroll suggesting “LeRoy’s dia- 
mond ensembles for June brides.” 

The stepped up floor featured diamond engagement 
rings and diamond ensembles, ranging in price from $35 
to $185. Another window, also devoted entirely to rings, 
featured a variety of types suitable as gifts for grad 
uates, anniversaries, and birthdays, with the slogan “Give 
a ring—the lifetime gift, sure to be appreciated.” In 
the rear was a blow-up of a young woman cutting a 
birthday cake. In addition to diamond rings the items 


Cards identify flatware patterns, in the 
foreground, and a mirror reflects the 
graceful proportions of a coffee service, 
in this display by Feder's, El Paso, Tex. 










displayed included birthstones, cameos, intaglios, initial 
and insignia rings. Each day the firm goes on the air 
with a spot announcement immediately preceding the 
popular news broadcast. All the year around they stress 
diamond rings, with especial emphasis in May on rings 
for brides and graduates. 

A window of much human interest was arranged by 
H. Morton & Co., jewelers, of Oakland, Calif. Here 
was a half-length cut-out of a bride cutting her wedding 
cake, with the caption “The bride cuts her gorgeous 
wedding cake. The first gesture of hospitality in her 
new life, but not the last. Later will come the giving of 
little feasts at her own dinner table, and old friends and 
new ones will admire her silver, and she will be proud 
to say, ‘I think it is beautiful. It came from Morton's.’ ” 
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In the window were shown silver tea and coffee services, 
and many individual pieces of silver, as well as quality 
service plates of china. Suspended from the ceiling by 
white ribbons were a number of small silver pieces— 
vases, sugar shells, bon bon dishes, pepper and salts, 
ete., each with a spray of lilies of the valley attached. 

Within the store, the silver section occupies a raised 
floor space in the rear. Black velvet curtains hanging at 
either side give semi-privacy while not hiding it from 
the remainder of the store. Sterling is stressed in all the 
store’s advertising and displays with the result that, 
according to the manager of the department, “95 per 
cent of our flatware sales are sterling, and even in hol- 
lowware, sterling sales predominate. Even when the 
bride has selected her silver at another store we still 
keep a record of her pattern, so that friends who are our 
patrons can make their selection here.” 

Lapowski, El Paso, Texas, jewelers, stress tablewares 
and art goods for the bride. They invite brides to come 
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A bas relief head fitted with a real 
bridal veil gives character to this all- 
white ring showing, used with great 
effectiveness about a year ago by the 
Leon Gordon Jewelry Co., Houston, Tex. 


in to choose not only their silver, china and crystal, but 
also the design of lamps and art pottery they desire, and 
make a memo of their inclinations. 

“Many people come into the store to choose a bridal 
gift, not knowing just what they want to buy,” said the 
manager, “and we can give them real assistance by 
stating that ‘Miss Smith particularly admired that lamp 
—or vase—or statuette’ as the case may be.” A window 
of wedding gifts that attracted much attention centered 
around a handsome coffee table on which were a mar- 
riage certificate, and a pair of silver candelabra. Beneath 
it were a miniature bride, groom and preacher. Scat- 
tered through the display was a portion of a set of 


quality china, silver, flat and hollowware, electric table 
(Please turn to page 70) 
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A window like this caters especially to the buying interests of 
Service Men, featuring things for their own use and to send home 


Making Up 
For Lost Sales 
In Frozen Lines 


Hausmann’s adds low-priced goods 
fer soldiers’ purchasing; steps 

up sales to working classes; 
expands “non-priority’’ lines 


LTHOUGH wear conditions entail no serious threat 

to jewelry stores other than shortages of staple 
merchandise, selling must take an entirely different 
slant, according to Gabe Hausmann of the Hausmann, 
Inc., jewelry store, New Orleans. For one thing, the 
store must “lower its sights’ from the top-income 
brackets to lower-income classifications. For another it 
must recognize the fact that hundreds of its potential 
customers are now wearing Army, Navy and Marine 
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uniforms. Lastly, it must substitute certain merchandise 
lines to replace those in which sales are eliminated sim- 
ply because the merchandise isn’t there. 

All of these ideas have been put into force in the 
war-time program of the Hausmann store. Located in 
New Orleans’ famous and heavily traveled Canal St., 
the store’s sales volume for January and February of 
this year broke even to almost the exact dollar with 
that of 1941. However there are indications that it 
will go down sharply in several departments because of 
impending shortages that threaten to appear in some 
lines, such as clocks and watches, gold-plated jewelry, 
plated silverware, electrical appliances and steel-bladed 
cutlery sets. Mr. Hausmann, taking these things into 
consideration, has made a number of buying trips to 
re-stock what departments were possible, and at the 
same time has largely re-organized merchandising meth- 
ods in the store to correspond with war-time conditions. 

“Jewelers are going to have to realize that their mar- 
ket today is different from what they have been accus- 
tomed to,’ Mr. Hausmann said. “First, the most poten- 
tially-profitable customer now is not the higher-income 
businessman, but working men who are earning more 
money than ever before in their lives, and who there- 
fore can now gratify the long-standing desires for 
jewelry which they formerly couldn’t afford. The busi- 
nessman is likely to be making little if any more money 
—often less—is paying a far higher income tax, and is 
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likely to have less spendable income to purchase jewelry 
than he had in the past. Also, many scores of thou- 
sands of young men who logically would be buying en- 
gagement and wedding rings, silver, china and glass- 
ware in the next year or so are now in service. 
Merchandising methods that were sound as recently as 
two years ago miss their mark today, unless they are 
changed to conform with the abnormal situation which 
began last year.” 

The Hausmann store has tried to gear itself in every 
department of the store to the new situation that exists 
today. Changes are all well defined, and begin with: 

1. Selling to soldiers. With the South obtaining 
many of the huge Army training cantonments of the 
country because of its year-round conditions, New Or- 
leans is jammed with soldiers in training, or awaiting 
embarkation at the seaport for foreign service. More 
than 250,000 troops are quartered near the city, and 
spend their week-ends and evenings on Canal St. For 
this market, although it does not represent a large pur- 
chasing power, Hausmann’s has changed several long- 
standing policies. First, the bulk of wrist-watch sales 
at the store formerly was in top-price lines and these 
were what the store featured in its advertising and dis- 
plays. Now it has gone the other way, with emphasis 
on lower-priced shock and waterproof watches begin- 
ning at $18.50. ‘We cannot extend the usual credit 
terms to the boys in service, much as we would like to,” 
Mr. Hausmann said. “Consequently, the only answer 
is to provide watches of good quality at sufficiently low 
prices that the boys can save up for them.’’ About 50 
per cent of the watch stock is now composed of lower- 
priced watches, with moderately-priced lines making 
up most of the balance. More low-priced watches have 
been sold in the past six months than in any one year in 
company history. 

Another change was to begin continuous display of 
lower-price wedding rings in the main store window. 


These, running from $8.50 to around $20, have sold at’ 


Fountain pen purchases, by 
and for soldiers, rose 100 per 
cent when the department was 
moved towards the front of 
the store. The adjoining hand- 
bag section features bags 
priced from $5 to $15. Hand- 
bags are still "non-priorities” 


By ROBERT A. LATIMER 





FOR May, 1942 


a tremendous pace—actually during the past three 
months Hausmann’s has sold an all-time record volume 
of wedding rings. “Soldiers seeing foreign service 
ahead of them with their prospects for home life post- 
poned to some indefinite future time, are hastening to 
marry their sweethearts while they have the opportu- 
nity,’ Mr. Hausmann explained, “even if they get only 
a one-week furlough. About a third of those coming 
in candidly tell us that and that they have just about 
enough money for a week-end honeymoon, out of what 
they can save from their meager pay. Moderate-priced 
wedding rings have thus gone a long way toward re- 
placing what might otherwise be lost sales volume.” 

In addition to these two groups of merchandise, 
Hausmann’s has also taken steps to bring in as much 
“casual” soldier trade as possible. The first step was 
laying in a complete line of monogrammed small leather 
goods bearing Army, Air Corps, Infantry, Navy and 
Marine insignias. The second was identification brace- 
lets. Both of these are shown in a window now per- 
manently devoted to soldier-suggestions, well priced, and 
made as attractive as possible for both the soldier and 
his gift-buying friends. Sales are heavy on these two 
lines, and also on souvenirs of New Orleans which 
soldiers from other sections of the country buy to send 
home, charm bracelets, ete. A promotion titled “Send 
her a Charm Bracelet” brought in 350 soldiers during 
a single week in January. 

Still another change was moving the watch depart- 
ment nearer the front door where passing servicemen 
see it easily, and transferring the fountain pen depart- 
ment, fluorescently illuminated, up front, from the rear 
of the store to a position just inside the front door. 
Fountain pens are being featured both as a suggestion 
to people buying gifts for selectees, and to the soldiers 
themselves. As a result, fountain pen volume has more 
than doubled in a single month. “Selling soldiers is a 


mass-volume proposition,” Mr. Hausmann said, “But it 
(Please turn to page 71) 
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"Every graduate merits a Linz watch" was 
the slogan that tied the whole series to- 
gether. Besides picturing the various schools 
and reviewing their season's accomplish- 
ments, each ad pictured and described from 
four to six gift suggestions for boy and girl 
graduates, Altogether 55 gifts were shown. 


“School Spirit” 


each of the Ll ads in this graduation series 
sang the praises of a different school; 


resultant sales surprised the Linz store 


A’ there two or more high schools in your city? 

If so, one school is probably Washington High 
and another Lincoln High—and never the twain shall 
meet, save in rivalry. You'll find that the boys and girls 
who graduate this spring from Washington aren’t half 
so proud of the fact that they’re leaving high school as 
of the fact that they’re going to be Washington gradu- 
ates; and you'll find the counterpart of this attitude 
among the current crop of seniors at Lincoln High, 
they’re proud as punch of everything they think Lincoln 
stands for. 

In short, boys and girls are loaded with “school 
spirit,” and school spirit is at its very peak at gradua- 
tion time. 

Linz Bros., in Dallas, Tex., last graduation season 
built a whole series of big-space advertisements upon a 
foundation of this pride-in-school attitude, and the way 
the campaign pulled surprised not only the advertising 
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"Ads Build Graduation Traffic 


manager of the store but also the agency that prepared 
the copy. 

The ads—and there were 11 of them—were directed 
to the attention of the graduation glasses of the Greater 
Dallas high schools, Hockaday, a girls’ select school, 
the Catholic schools, and Southern Methodist University. 

With the exception of one advertisement addressed to 
four Catholic schools, each announcement was slanted 
directly and specifically to some particular school. 

The picture of the school building, or some part of it. 
was run as a half-tone drawing in each ad to help per 
sonalize the copy to the students, parents and friends 
interested in that particular school. 

Further personalization of the ads was obtained by 
complimenting by name the officers of the graduating 
class, as well as listing the athletic events, debates, essay 
contests, etc., won by the particular high school during 
the year. 

For example, consider the special appeal of this ad 
vertising slant: 

“Silver Jubilee Year Forest High’—that was the 
headline, superimposed over the lower part of a sketch 
of this school’s entrance. The copy continued: 

“Forest High School is celebrating its 25th anniver 
sary, and the honor of leading the Silver Jubilee class of 
graduates goes to Anne Gene Yungfleisch, president, 
Fred Barshop, vice-president; Bettye Raiden, secretary, 
and Herbert Shessel, treasurer. Linz is 64 years old 
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and for the past quarter century gifts from Linz have 
brought happiness to each class of Forest graduates.” 

Similarly, a special headline and feature paragraph 
dominated each of the other advertisements, together 
with the picture of the school building, whose particular 
set of graduates was being addressed. 

For a number of years, Linz Bros. has given. the 
“Linz Pin” in reward for four-year high scholarship, 
and these emblems have come to be highly esteemed. 

So each ad that was addressed to one of the various 
Dallas public high schools or to the collective group of 
parochial schools reproduced the pin, together with a 
small block of copy, which in the case of the Forest High 
School advertisement read as follows: 

“Linz Four-Year Awards for Scholarship will go to a 
number of Forest graduates of 1941. Much of the past 
year at Forest High has been devoted to Silver Jubilee 
activities, but other honors won include a first place in 
the regional interscholastic league essay contest, and a 
first place in the hurdles in city track competition.” 

The size of the advertisements ran from three columns 
by 13 in. to six columns by 10 in., totaling 548 column 
in. They appeared in either the morning or the after- 
noon paper, without any particular day in the week be 
ing set for the copy to run. 

Mindful of the appeal of “white space,” each ad 
showed only a few pictures of merchandise—six at the 

(Please turn to page 88) 
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First, in point of time, is the wedding 
stationery display, all white and gold, 
with the figure of a modern bride posed 
on a white pedestal and enclosed in an 
old-fashioned bell jar, decorated about 
the base with sprays of orange blossoms, 


By MARION PANCOAST 


You Can’t Blitz Weddings 


The creator of 8S. Kind & Sons’ windows. the talk of Philadelphia. 
tells the “show”’ of wedding display. from stationery to rings 


HE ceremony of weddings—with rings and gift- 
giving—is ages old and universal. This tradition is 
one of the chief reasons for the existence of the jeweler 
and is the basis of an important part of the function he 
performs in modern society. It is a service which he 
performs and from which he expects his largest revenue. 
Bride buying is a year-round business, though there 
are certain seasons such as November and December, 
when for obvious reasons it is not especially promoted. 
In this war period, however, when our young soldiers 
and their girls are deciding very quickly about marriage, 
even these quiet periods tend to diminish. This, in turn, 
creates the need for constant new selling approaches. 
The first thing on our promotion agenda is wedding 
stationery, which usually goes in the window during the 
latter part of April, followed by sterling flatware, which 
also has to go in early to allow time for selection and 
registration of pattern. The general bride display goes 
in about the middle of May and the bride-theme is used 
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for the next four weeks. During this time merchandise 
is changed weekly to suit different pocketbooks and 
themes. 

Most any theme can be used, but the one thing that I 
particularly want to stress is the importance of choosing 
one that’s timely and carrying it out in windows and 
interior displays. In search of a theme, the latest Bride’s 
Magazine, House Beautiful, Vogue, etc., will offer themes 
based on color, seasonal and other appeal, as “The Bride 
Wore Red,” “For Her Garden Wedding,” “The Budget 
Bride,” “The Traditional Bride,” “The Military Wed- 
ding,” etc. 


STATIONERY 


Wedding season is a time when you can be séntimental 
to your heart’s content—especially in a wedding sta- 
tionery window. Such was our aim in the window illus- 
trated which was done completely in white and gold. The 
modern bride on a white pedestal enclosed in an old- 
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fashioned bell-jar, and surrounded by orange blossoms of an appropriate pattern against a color photograph 

and large plaster replicas of wedding rings, created an (see House Beautiful) of a modern dining room; and in 

atmosphere redolent of lavender and old lace. contrast show a sentimental or a Colonial pattern against 
a photograph of a mahogany and chintz room. 

STERLING SILVER The silver window illustrated is of the latter type and 


yas one of a group of bride windows used last June 
based on Early American Tradition. To carry out this 
theme, we spent practically one whole hot day “doing” 
the antique shops in search of Early Americana. Specif- 
ically, we were looking for three large frames (two 
mahogany for silver and gift windows and one gilt for 
diamond window) which at a glance would express the 
Early American idea. Our diligence was finally re- 
(Please turn to page 69) 


The ideas for silver promotion are legion. I’ve found 
that an early display based on our wide variety of flat- 
ware patterns followed by personalized selections dram- 
atizing the individual bride’s taste is a good approach. 
These selling points can be exploited in various ways— 
by using two or three distinct types of silver in com- 
parison with each other, or by doing a larger build-up 


around one pattern. 
In the former, one might use flatware and hollowware 
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Next, the silver display. Here 
the theme is Early American 
and traditionally designed sil- 
ST ver patterns are shown with ' 
such props as an antique ma- 
hogany picture frame and a i 
hand vase containing cat-tails, 
gaily painted red and white. | 
| 
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- And then the climax, the showing of 
bridal rings. Eight matched pairs are 
shown on_ graduated pedestals, 
painted various hues of blue. A . 
graceful scroll of white plaster forms 
the background for each pair of rings. 
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Floor plan of Hamilton's “designed-for-selling” jewelry store 








A Modern Setting 
For Modern Selling 


full-size demonstration jewelry store. 
disregards traditional ideas; 


unites eye-appeal with 100% efficiency 


FIGURE 1. 
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HERE’S a lesson for retail jewelers in Charles 

Lamb’s famous essay on roast pig. One day, says 

the story, the house of a poor Chinese peasant burned to 

the ground, and with it all his earthly possessions in- 

cluding his only pig, which shared the family domicile. 

Searching the ashes in the hope that he might find some- 

thing which had survived the fire, the farmer’s nostrils 

were greeted by a delicious aroma arising from the body 

of the pig which had been neatly roasted to a delicate, 

Windows’ lower edge is 46 inches above sidewalk level crisp brown. So appetizing was the odor that the 


THE JEWELERS’ CIRCULAR-KEYSTONE 











a — 
a 


farmer forthwith sat down amid the ruins of his home, 
and feasted upon the succulent meat—the first time that 
man had ever eaten whole roast suckling pig. 

Neighbors who happened by and shared in the repast 
found it so delightful that they decided to duplicate 
the process. For hundreds of years thereafter roast 
pig was always prepared in China by burning to the 
ground a house with a pig shut inside it, because it had 
always been done that way. 

Jewelers, like the Chinese farmers in the story, are 
often prone to do things in the traditional way just 
because that’s the way they’ve always been done, or to 
copy blindly what the other fellow is doing without 
stopping to consider whether it’s the best way. 

Store design is a case in point. Ture Jeweters’ Cir- 
cCULAR-KEYSTONE receives scores of photographs of new 
stores from their proud owners, and most of them are 
as much alike in their essential characteristics as two 
peas out of the same pod. Some of the ideas that they 
embody are based on good sound merchandising prin- 
ciples. Others seem to be incorporated for no particular 
reason except that somebody else has done them that 
way, and that they look pretty. Most of the attention 
seems to have been concentrated upon giving the store 
eye-appeal, rather than to the planning of an efficient 
tool for selling, which is, after all, the real purpose 
for which every store is, or should be, created. 

An interesting experiment which approaches the prob- 
lem primarily from this functional point of view, has 
just been completed by the Hamilton Watch Co., under 


and stands in the offices of the Hamilton company at 
Lancaster, Pa., where it is open to inspection by any 
interested jeweler. 

In planning it, the guiding principle was first to con- 
sider what each part should do, and then how it could 
be designed to do that job best, without regard to whether 
or not it had ever been done that way before. Third, 
its appearance must be attractive and in keeping with 
the fine and beautiful things that the jeweler sells. 

Here are some of the new and different ideas elimi- 
nating lost time and motion and making selling easier 
and more profitable, which were developed by that ap- 
proach. They are well worth study by any jeweler who 
may be thinking of modernizing his store, either now or 
in the future. 

First, take a look at the floor plan and note the en- 
trance. Instead of extending the show windows all the 
way into the vestibule and right up to the edges of the 
door, they end at A and B, and the rest of the entrance 
way is lined with clear glass panels of show window 
height looking directly into the interior of the store 
(figure 1). The door (C) is the new all-glass type, and 
the result of these combined elements is that as soon as 
the customer crosses the imaginary line dotted across the 
entrance way, he has the effect of being actually within 
the store, even though the door is closed. This both in- 
vites actual entrance and more than compensates for the 
loss of show window space by making the whole interior 
of the store a display window to attract the shopper's 
interest. 











FIGURE %. 
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FIGURE 2. 

















FicuReE 4. 








the direction of . Robert J. Gunder, manager of the 
dealer service department. Because so many Hamilton 
dealers had come to the company for advice and sug- 
gestions in planning their new stores, and because for 
obvious reasons Hamilton is interested in helping those 
dealers to do a better and more efficient selling job, 
the company decided to make a thoroughgoing study of 
the question and to embody the results in an actual full 
size working model for demonstration and study. 

This model store has now been built and equipped. 
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The design and construction for the display windows 
themselves, are even more unique. As shown by the dot- 
ted lines at E and F on the floor plan and in the sketch 
marked figure 2, the whole base of the window, includ- 
ing the back panel, swings into the store on a pivot at 
one corner. 

Several very practical purposes are thus accom- 
plished which will be readily appreciated by anyone who 
has ever trimmed a display window, or tried to remove 

(Please turn to page 77) 
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$2595, Average Repair Shop Gross 


Shops with receipts over $20,000 


62 watch, clock and jewelry repair shops in 1939 had re- 
ceipts of $20,000 or more per shop. Mostly performing re- 
pair services for the jewelry trade, they represented one- 
half of | per cent of all the watch, clock and jewelry re- 
pair shops; their combined receipts ($2,002,000) comprised 
6.7 per cent of that industry's total volume. Employed 
were 495 employees and 55 proprietors of unincorporated 
businesses, an average of 9 working in each shop. 


0.5% 


of all re- 
pair shops 
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6.7% of all repair shop receipts 











Shops with receipts, $15,000 to $19,999 


57 watch, clock and jewelry repair shops in 1939 had re- 
ceipts between $15,000 and $19,999 per shop. Likewise 
largely serving the jewelry trade, they represented one- 
half of | per cent of all watch, clock and jewelry repair 
shops; their combined receipts ($957,000) were 3.2 per cent 
of the industry's total volume. They furnished work to 203 
employees and 55 proprietors of unincorporated businesses 
—an average of nearly 5 per shop. 





0.5% 


of all re- 
pair shops 





3.2% of all repair shop receipts 














Shops with receipts, $10,000 to $14,999 


194 watch, clock and jewelry repair shops in 1939 had re- 
ceipts between $10,000 and $14,999 per shop. This group 
of shops represented 1.6 per cent of the total number of 
shops; had combined, receipts of $2,311,000—7.7 per cent 
of this service industry's total volume—and furnished em- 
ployment for 375 employees, in addition to 189 proprietors 


’ 
NEEDED) 
of unincorporated businesses, an average of less than three 


per shop. 
yA * 
7.7% of all repair shop receipts DPOOGHGPHAHH 
ceipts between $5000 and $9999 per shop. Shops with 


this annual volume comprise 7.5 per cent of the entire 
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figured 20.9 per cent of this industry's total 
$) 





1.6% 


of all re- 
pair shops 

















7.5% 


of all repair 
shop receipts 


932 watch, clock and jewelry repair shops in 1939 had re- 


receipts. They were staffed by 967 pro- 
prietors of unincorporated businesses and 
825 employees for an average of nearly 2 
per shop. 











20.9% of all repair shop receipts 
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HE United States Government last month published 

basic data about the watch, clock and jewelry repair- 
ing industry, showing the number of such establishments, 
their total receipts, the number of active proprietors of 
unincorporated shops, the average number of employees 
for the year, and their annual pay roll. 

The information is contained in a 20-page booklet 
compiled by the U. S. Census Bureau and entitled, ‘‘Ser- 
vice Establishments—Analysis of Size Based on Volume 
of Receipts.” For sale at 10 cents a copy by the Super- 
intendent of Documents, Washington, D. C., the report 
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supplies information about watch, clock and jewelry 
repair shops in the year 1939, as well as other service 
establishments, such as barber shops, beauty shops, shoe 
repair shops, cleaning and pressing establishments, auto- 
mobile repairers, blacksmiths, etc. 

Study of this information reveals the essential differ- 
ence of the repair shop from the retail jewelry store 
and the consequent fallacy of trying to lump both groups 
together as some people do, and call them all “retail 
jewelers.”” While the combined total of the 14,559 
jewelry stores and the 12,485 repair shops amounts to 
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Longines Observatory* Movement 


The beating heart of every Longines watch 


* Trademark 
Reg. U. S. Pat. Off. 
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Lonenas owners know that Longines Watches keep 
better time for a long, long time. LONGINES jewelers 
know why this is so. It is because of the technical excel- 
lence, and fine finish of the Longines Observatory* 
Movement, the beating heart of every Longines Watch. 
It is the product of 76 years of experience in fine watch- 
making, ever guided by the adage .. . prove all things; 
hold fast that which is good. LONGINES, the world’s 
most honored watch, is a product of Longines-Wittnauer 


Watch Co., Inc., New York. Montreal, Geneva. 
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‘Shops with receipts, $3,000 to $4,999 





Ae) 
/ ° ° 
Guaranteed : 1667 watch, clock and jewelry repair shops in 1939 had 8 ( ae 
° WATCH REPAIRS receipts between $3000 and $4999. Shops of this size con- ” 
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repair shops. Their combined receipts, $6,- 
269,000, represented 20.9 per cent of this 
industry's total volume. They supported 
1711 proprietors of unincorporated busi- 
nesses and 508 employees—an average of 
one employee besides the proprietor for one 
out of every three shops in this group. 











__| Suanauvess stituted 13.4 per cent of all the watch, clock and jewelry 


pair shops 
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20.9% of all repair shop receipts 





Shops with receipts, $2,000 to $2,999 











Six out of seven are I-man shops. 




















15.3% of all repair shop receipts IWOOHH 
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1910 watch, clock and jewelry repair shops in 1939 had _— 
receipts between $2000 and $2999. Shops of this size made ov all re- 


up 15.2 per cent of all watch, clock and jewelry repair 
shops, and their combined receipts, $4,577,- 
000, represented 15.3 per cent of this ser- 
vice industry's entire volume. Working in 


these shops were 1937 proprietors of un- - ; 
incorporated places and only 201 employees. ERS $)) <$)) 


pair shops 





Shops with receipts, $1,000 to $1,999 











sent 30.2 per cent of the total 
number of repair shops, their 
combined receipts, $5,378,000, 
amounted to only i8 per cent of 
the industry's total volume. AIl- 
most entirely one-man shops, they 
provided work for 3755 proprie- 
tors and 149 employees. 




















18% of all repair shop receipts 





° 
3768 watch, clock and jewelry repair shops in 30.2% 
1939 had receipts between $1000 and $1999 of all re- 
i per shop. Though enterprises of this size repre- pair shops 
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Shops with receipts below $1,000 





employees. 





3895 watch, clock and jewelry repair shops in 3]. ]% 
1939 had receipts of less than $1000 per shop. al aie, 
These places represent almost one-third of all fag ne 
watch, clock and jewelry repair shops (31.1 per “ 

cent), but their combined receipts, $2,154,000, 


came to only 7.2 per cent of this service in- 7.2% of all repair shops 
dustry's total receipts. Likewise almost in- 


variably one-man shops, they provided a pre- 4% O$) 
carious livelihood for 3861 proprietors and 47 q 





27,044—a figure not far removed from the 24,146 which 
is publicized in some quarters as the “total number of 
retail jewelers in the nation’ —this figure is completely 
meaningless as a gage of the jewelry market. Jewelers — 
and repairers are characteristically different in their 
function, the nature of their business, and their volume 
of receipts, and can no more be bracketed together as 
one uniform group, than shoe repair shops can be lumped 
with shoe stores in arriving at a picture of the retail 
outlets for footwear. 

The jewelry store is principally a seller. The average 
jewelry store in 1939 had a sales volume of $22,482, and 
furnished employment to three persons, who were chiefly 
engaged in the sale of goods. 

On the contrary, the repair shop is almost entirely 
engaged in repairing and to only a slight extent in sell- 
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ing new goods—mostly items connected with the repair 
job, such as watch straps. The average repair shop in 
1939 had receipts of only $2,395 per shop—about one 
tenth the volume of the average jewelry store—and in 
all but a very small minority, the proprietor himself is 
the only worker. 

Of the 12,485 repair shops, 9573 or 76.5 per cent 
reported annual receipts of less than $3,000 each, and 
more than one-third of these, or 31.1 per cent of all the 
watch, clock and jewelry repair shops in the United 
States, reported annual receipts of less than $1,000 
apiece. 

The great bulk of these watch, clock and jewelry 
repair establishments are one-man enterprises, whose 
yearly receipts are so small that after allowing for 

(Please turn to page 73) 
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A bad man to tangle with is Uncle Sam. 


There are still those who don’t appear to 
realize it . . . at least, not yet. But watch him 
from here in. 

To do the job, he urgently needs the metals 
which we use regularly. Needs them in tremen- 
dous quantities. So, until the job is done we 
won’t be making as many watch attachments and 
men’s jewelry items as usual. 


But we will be making things that will help 





Uncle Sam finish his job quicker. And the sooner 
we get it over, the better we'll all like it. 

In the meantime we ask that you bear with us. 
We’re doing everything we can to supply as much 
Hadley merchandise as possible to the extent that 
it does not interfere with our war production. 

When it is all over — we, too, will be proud 
to say, “We helped”! The Hadley Company, 
Providence .... New York....Chicago.... 
Los Angeles. 


WATCH ATTACHMENTS MEN‘’S JEWELRY 
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VER the air, on movie screens and in the night 
clubs it’s the conga, or Carmen Miranda or some 
other popular importation from South America. 


So, too, in jewelry the South American way be- 
comes the North American way—witness the aqua- 
marines, the amethysts and the topazes that are com- 
ing from Brazilian mines to decorate the latest fine 
jewelry. And the size of these stones, huge squares, 
great emerald-cuts, immense round-shapes, is in pro- 
portion to the size of their popularity in Hollywood, 
New York and other style centers. 


These conceptions have been painted by Sol Kauf- 
man, of Kaye Jordan Co., New York and Providence, 
jewelry style coordinators, to show how these large 
gems from Brazil are being mounted in brooches, 
finger rings, earrings and bracelets, as smart accents 
to feminine adornment. 


The designs tell their own story. The stones are 
mounted in gold and, for the most part, trimmed with 
calibre jewels and small diamonds. 
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TH E B ETR 0 T | A L TR E E This colorful, 15”-high, sculptured form with fabric 


accents shows a young soldier and his sweetheart beneath a spreading velvet-flocked tree 


top, starred with your own engagement diamond rings. Symbolic, of course, of the record- 


breaking number of young couples who are marrying this wartime and who are being 


addressed in the national diamond advertising campaign. This distinctive window display 


will help you tie-in a window or counter case display. Your engagement rings may twinkle 


from slots in the tree top, and from the ample velvety base. No gadgets; no extra lights. 


Over-all size: 15” high, 18” wide, 12” deep. Yours at cost, f.o.b. New York, $15. 


DEALER MAT SERVICE—Highest quality art work and copy pre- 
pared to help you tie-in to the psychologically right war marriage 
theme. Nine complete advertisements in a variety of sizes from 
8” to 30”, ready to run with the addition of your signature. $5. 


RADIO ANNOUNCEMENTS —Ten clever one-minute announce- 
ments with fine music and top-notch talent to sell diamond 
engagement rings. Time allowed after each announcement for 
your store signature. $10. 


® For all material, write: The Reuben H. Donnelley Corporation, 
Diamond Promotion Dept., 305 E. 45th Street, New York City. 
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Great White diamond. Also known as 
the Victoria and the Imperial dia- 
mond, a stone which showed up in 
London in 1884 and which prob- 
ably originated in the Jagersfon- 
tein mine, according to Herbert- 
Smith. Two stones, one an oval 
brilliant of 180 carats, were cut 
from the 457 carat rough, and the 
larger was sold to the Nizam of 
Hyderabad for about $100,000. 

Greek key pattern. A _ pattern or 

border composed of 








S1sisisis lines or narrow fillets 

at right angles to each 

- ' other, commonly known 
reek Key 


Border as Greek fret pattern. 

green chalcedony. An imitation of 

chrysoprase made by artificially 
staining chalcedony. 

green ear. Name given to a river 
pearl. 

green garnet. Demantoid, uvarovite, 
or grossularite. Erroneously ap- 
plied to green enstatite from South 
Africa. 

green gold. Gold alloy containing a 
relatively high proportion of silver. 
Eighteen karat green gold consists 
of 75 per cent fine gold and 25 per 
cent fine silver; green gold alloys 
of lesser gold content contain rela- 
tively small amounts of zinc and 
copper, besides silver. 

green jasper. Jasper commonly used 
in Chinese carvings but coming 
from Siberia and colored by chlor- 
ite of iron. 

green john. Green fluorite. See BLUE 
JOHN. 

green quartz. Erroneous trade name 
for the green fluorite of which 
many decorative Chinese carved ob- 
jects are made. See AVENTURINE. 

green onyx. See GREEN CHALCEDONY. 

greenovite. Sphene, colored rose by 
manganese, and rarely, if ever, 
seen in gem quality. 

green starstone. CHLORASTROLITE. 

greenstone. Nephrite, but has been 
used for chlorastrolite. 

Greenwich time. Time determined at 
the meridian of longitude that 
passes through the Royal Observa- 
tory at Greenwich, England, which 
is taken as zero of longitude; at 
places west of zero, time is 
“slower” than Greenwich time; at 
places east of Greenwich faster; by 
an amount of one hour of time per 
15 degrees of longitude. See 
LONGITUDE; MEAN SOLAR’ TIME; 
NAVIGATION; STANDARD TIME. 

Gregorian calendar. The calendar in 
troduced by Pope Gregory XIIT in 
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1582 and adopted by the British 
Parliament in 1751. It has the 
present arrangement of leap-years. 

grenalite. STAUROLITE. 

grey gold. A pale-colored alloy of 
gold and iron; or gold, iron and 
silver. 

gridiron pendulum. A compensating 
pendulum in which expan- 
sion and contraction of bars 
of brass and steel mu- 
tually offset each other to 
keep pendulum at uniform 
effective length during all 
changes of atmospheric 
temperature; invented by 
John Harrison, in England, 
in 1726. 

griffin. A chimerical beast 
employed in decoration in 
the early Georgian silver 
designs. 

grinding. The rough shaping 
of a gem, in preparation 
for the polishing. 

grinding lap. A piece of metal Gridiron 
or other substance, shaped ‘nis 
to reproduce its form on pieces of 
work, by action of an abrasive 
spread on the lap. To grind square 
or conical pivots, laps are shaped 
like files and used by hand; or are 
cylindrical etc., for use on rotary 
pivot polishers; or are of large 
flat area for flattening surfaces of 
work rubbed on lap by hand. Laps 
for grinding watch jewels are made 
of copper charged with diamond 
powder. 

grindstone. Abrasive wheel of natural 
stone, used with water for rough- 
shaping steel cutting-tools prepara- 
tory to sharpening on oilstone. 

grommet. A metal ring surrounding 
hole in timepiece dial for hands- 
arbor or winding square. 

groove. The seat turned in top of 
mainspring barrel wall, into which 
barrel cover is snapped to fit; also 
the seat turned in watchcase bezel 
for crystal. 











A GLOSSARY OF TRADE TERMS 


This is the 18th installment of a 
comprehensive dictionary of trade 
and technical terms used in the 
jewelry industry. Succeeding sec- 
tions will be published every month 
in these pages. It will be useful to 
preserve a file of the numbers con- 
taining the various installments. 











Grossman gauge. A caliper gauge 
for measuring, in_ millimeters, 
tenths and hundredths, diameters 





Grossman Gauge 


of the smaller parts of watches, 
such as pivots. 


grossularite (gross’u-lar-ite). A cal- 
cium aluminum garnet, usually 
light in color and including the ~ 
gem hessonite. Grossularite may 
be colorless, pale green, brown, to 
rose red. Most of the gem pebbles 
come from Ceylon, where the brown 
crystals resemble and are confused 
with zircon. Few other localities 
produce stones which can be cut. 
A light green massive variety, 
somewhat resembling jade, has 
been found near Pretoria, South 
Africa, and has been sold under 
the name Transvaal jade, fal- 
sonephrite, African jade, garnet 
jade, etc. See GOOSEBERRY STONE. 

Groth, P. H. (1843-1927) Professor of 
mineralogy at the University of 
Munich and one of the outstanding 
mineralogists of the world. He 
wrote many papers, among them 
were works on gem stones. 


guanin (gwa’neen). The substance 
extracted from fish scales which is 
responsible for the iridescence of 
imitation pearls made of the es- 
sence d’orient. 

guard pin. In single-roller lever es- 
capement, the pin set perpen- 
dicularly to the lever, that provides 
safety-action in connection with 
the edge of the roller table. See 
LEVER ESCAPEMENT. 


guard point. In double-roller lever es- 
capement, the metal finger ‘set on 
the fork parallel to its top, project- 
ing toward rollers, and that pro- 
vides safety-action in connection 
with edge of safety-roller. See 
LEVER ESCAPEMENT. 

guard-ring. A thin ring, inconspicu- 
ous in appearance, to wear on 
finger in front of a valuable ring, 
to prevent the latter slipping off. 

guard shake. In lever escapement, the 
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DEPENDABIELIETF?E 


If regular customers are a jeweler’ s most important asset, then 
reliable sources of supply are only second in importance. Those 
who look to Arnstein Bros. & Co., for their diamonds enjoy 
the full support of this well equipped organization. Nor do 
they ever pay a penny premium for the absolute dependability 


and extra service that goes with buying from one of the 


market's most substantial diamond wholesalers. & 
eae Bros. & Co. 


608 Fifth Avenue, New York 
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freedom or play between guard-pin 
or guard-point, and the edge of the 
roller table. The amount of guard 
shake is measured as the angle of 
fork motion allowed between rest- 
ing of fork-lever on a banking, and 
contact of guard pin or point 
against the roller edge. 

guarnaccino. Vermeille garnet. 

guild. An association of men engaged 
in common pursuits or with certain 
kindred interests or aims, formed 
for mutual aid or protection or for 
carrying out a common purpose. 
Originally, one of various medieval 
organizations, at first semi-relig- 
ious, from which developed mer- 
chant guilds for the maintenance 
of privileges, such as monopolies, 
freedom from tolls, etc. and trade 
guilds. The Worshipful Company of 
Goldsmiths, London, active as far 
back as the 12th century, fixed 
quality standards and scrutinized 
products. Its first hall (1350) was 
destroyed in the Great Fire; the 
present hall, built in 1835, was 
damaged by air raids in April, 
1941. Irish goldsmiths were band- 
ed together under the title, Gold- 
smiths of Dublin; the Scottish had 
a similar organization centered in 
Glasgow. 

Guillaume, Charles Edouard. Swiss 
physicist and metallurgist, 1861- 
1938; discoverer of alloy metals 


invar, for precision pendulums, and» 


elinvar for balance springs; alloys 
relatively unaffected by changes in 
atmospheric temperature. See ELIN- 
VAR; INVAR. 

guilloche (gee-losh’). Decoration en- 
graved on watch cases or jewelry 
by machinery; engine-turning; geo- 
metrical designs engraved as a 
base for decoration with translu- 
cent colored enamel, through which 
engraving can be seen. 

gum anime (gum-ah-neem’). A recent 
fossil resin, often containing in- 
sects. SEE COPAL. 

gum tragacanth (gum-trag’ah-kanth). 
A natural gum, soluble in hot 
water, used for holding small parts 
of jewelry together in preparing 
for soldering; sometimes added to 
borax-and-water flux for the same 
purpose. 


gunmetal finish. A deep blue-black 
finish used on watch cases, jewelry, 
etc., produced usually by electro- 
plating a coat of iron on the work, 
then coloring the iron in a chemi- 
cal bath. 

gypsum (jip’sum). A soft hydrous cal- 
cium sulphate, number two on the 
Moh hardness scale, but commonly 
used in decorative carvings. Ala- 
baster is a variety of gypsum, as 
is much satin spar. “Alabastra” of 
the ancients included calcite, as 
well as gypsum. The name ala- 
baster was derived from the Greek 
name for an Egyptian town. It is 
usually white or light colored, but 
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is often dyed many bright colors. 
See ALABASTER; ATLAS SPAR; SATIN 
SPAR. 

gyration, radius of. In a watch bal- 
ance, the mean distance of the ef- 
fective weight of all parts of the 
balance from its center of rotation. 

gymbals. See GIMBALS. 


H 


H. The chemical symbol for hydrogen 
in a formula, but in referring to 
gems, it usually means “hardness”. 
See HARDNESS. 

habit. Crystallography. The overall 
appearance of a crystal; for exam- 
ple, an elongated beryl crystal is 
said to have a prismatic habit, the 
usual diamond crystal to have an 
octahedral habit, fluorite is some- 
times octahedral and sometimes 
cubic in habit. 

hack watch. A watch used between 
ship and shore in seaports, for set- 
ting marine chronometers to time 
from an accurate clock on shore. 

haematite. A _ British spelling of 
hematite. 

haft. The handle of a knife or tool. 

hailstone. A ball bort, found especially 
at Bulfontein, which is composed 
of alternating layers of gray and 
clear, poorly and well-crystallized 
diamond. 

hair. A type of flaw in a gem, re- 
sembling a hair. It may be due 
to the inclusion of a slender needle- 
like crystal or of an etched tube, 
as sometimes seen in kunzite. 

hair amethyst. Sagenitic amethyst; 
black needles in this type of mate- 
rial coming from Montana are 
tourmaline. 

hair jewelry. Lockets, chains, fobs, 
rings, etc., composed of or incor- 
porating braided human hair, val- 
ued as a personal memento, and 
popular during the 19th century. 

hairspring. A metal spring of spiral, 
helical, or combined form, attached 
to balance of a watch, to govern 
its motions; the balance and the 
spring together constitute the “bal- 
ance-assembly,” which is the true 
timekeeping element. See BREGUET 
HAIRSPRING; FLAT HAIRSPRING; HEL- 
ICAL HAIRSPRING. 

hairspring tweezers. See HAND-MADE 
TWEEZERS, 

hairspring vibrator. 
holding blank hair- 
springs while count- 
ing beats for select- 
ing a spring to 
match balance with 
train; the vibrator 
usually comprises a 
standard-beating bal- 
ance for comparison 
with the beating of 
the spring being 
tested. 

hairstone. 
ENITE. 

half-and-half solder. Trade term for 
soft solder of the alloy, half tin 
and half lead, used for average 


A devise for 


Hairspring 


See SAG- Vibrator 


work. For special purposes, involy- 
ing certain contacts, etc., this for- 
mula may be varied, using more 
lead or more tin. See SOFT SOLDER- 
ING. 

half-bored pearl. A pear! drilled only 
partly through for use as pendant 
rather than as a bead. 

half-brilliant. A diamond cut without 
a lower part, the top brilliant cut, 
the bottom, one large culet. Ina 
sense, it is a rose with a brilliant 
cut. See ROSE. 

half-chronometer. Term used in En- 
gland meaning a highly adjusted 
pocket watch with lever escape- 
ment. 

half Dutch rose or half Holland rose. 
A rose-cut stone with 
16 triangular facets in 
the crown. See HOL- LA 
LAND ROSE; ROSE. 

half-dead escapement. A ie Dae 
clock escapement with 
its recoil, a compromise between 
dead-beat and full-recoil beat. 

half-head screw. See DOG SCREW. 

half-hunter. A watch case of the hunt- 
ing type, with a glazed opening in 
center of lid through which parts 
of the hands are visible, with 
numerals enameled around the cir- 
cumference of the opening. This 
kind of watch case has its great- 
est popularity in England. It is 
meant to combine the ruggedness 
of a hunting case with the conve- 
nience of open-face case. 

halfmoon. A fancy diamond shape, 
the girdle outline of which is semi- 
circular. 

half-open_ tailstock. Tailstock for 
American type watchmakers’ lathe 
with upper half of spindle-hole cut 
away, to ease the motion of spindle 
for sensitive use in drilling; or to 
enable quick exchange of spindles 
for different uses. 

half-pearl. A round pearl sawed in 
half. Also used to describe a Jap- 
anese culture pearl type, which is 
made from a pearl grown against 
the shell, instead of free (see CYST 
PEARL), cut out and attached to a 
mother-of-pearl hemispherical bead 
of the same diameter, to make a 
perfect sphere. These pearls pre- 
ceded the modern entire culture 
pearls. 

half-pearl work. In jewelry making, 
the setting of small, 
hemispherical pearls 
close together, in 
circles, curves, or 
other designs, set in 
flat-bottomed recess- 
es, the upper corners 
of which are usually 
pressed or beaded 
inwards to fasten 
the half-pearls. 

half-plate. Design for ag 
the framework of a 
watch movement in which approxi- 
mately half the upper plate is in 
one piece. See BAR MOVEMENT; 
FULLPLATE; THREE-QUARTER PLATE. 
(To be continued next month) 
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K- Graduation, Weddings, and every Gift occasion Imperial 
Cultured Pearls, Blue Ribbon Award winner at both World’s 
Fairs, are today’s jewels and tomorrow’s heirlooms. The num- 


ber of Jewelers we can service in the future is limited. 


IMPERIAL PEARL SYNDICATE 


210 Post Street 


5 North Wabash Ave. 607 Fifth Avenue, NEW YORK SAN FRANCISCO 


CHICAGO 
DIVISION OF THE AMERICAN 9 JEWELERS BUREAU, INC. 


FOR May, 1942 
































Chicago Convoy System Stops Hold-Ups 


by DANIEL JOY 


IME was—and not so long ago—when Chicago was 
a nightmare city to the diamond and jewelry sales 
nan, 

Holdups and robberies—-often accompanied by vio 
lence and shooting—were of such frequent occurrence 
that a trip to Chicago was something to look forward 
to with fear and trembling. That was as recently as the 
end of 1940. Today, thanks to a plan evolved by the 
Good and Welfare Committee of the Chicago Jewelers 
Association, Chicago is one of the safest cities in the 
country for the diamond salesman. Not a single major 
holdup has been perpetrated during the past 12 months, 
and a situation which was threatening to send insurance 
rates skyrocketting and making salesmen seriously con- 
sidering avoiding Chicago entirely, has been completely 
transformed to one of security. 

The system is simplicity itself but it works with shin- 
ing success and the details of its operation are therefore 
presented here for the information of jewelers in other 
communities who may be afflicted with a similar problem. 

Believing prevention of robberies before they occur, 
rather than police work afterward, was the key to clear- 
ing up the situation, Francis V. Healy, attorney for the 
Good & Welfare Committee, in conjunction with Major 
James T. Montgomery and Frank Milhening of the com- 
mittee, conferred with the Chicago Police Department, 
and arranged with them to have every salesman who 
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carried diamonds or other valuable jewelry convoyed 
by two men from a special squad of the Police Depart- 
ment, who would be assigned to that duty, made up of 
carefully picked men selected for their ability to handle 
this job. The Police Department gave its full and hearty 
cooperation, but pointed out that the cooperation of the 
salesmen themselves would also be necessary to enable 
the police officers to do the job in the way that it should 
be done. 

Strangely, it was these jewelry salesmen—-the very 
men whom the plan was designed to protect—-who were 
the only objectors to the idea. They seemed to feel that 
to be trailed or escorted by police would make them 
marked men and, therefore, the scheme instead of giving 
them safety would serve to put the finger on them for the 
thief. Argument and persuasion by the Good & Welfare 
Committee broke down some of the objection and the 
rest was overcome by a process of having Chicago 
jewelers refuse to even look at the goods of any sales- 
man who was not being convoyed until he secured such 
an escort. Such procedure may seem a little high-handed, 
but strong measures were necessary—it was essential to 
the welfare of the entire Chicago jewelry trade that the 
situation be corrected. 

Objections on the part of the salesmen soon vanished 


when they found that their fears were completely un 
(Please turn to page 86) 
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OPA Freezes All Prices 


Sweeping order forbids charging more for any article than highest price 
obtained in March. Applies to sales and services by manufacturers, 
wholesalers, retailers. Only jewelers’ items exempt are precious stones 


HE “General Maximum Price Regulation,’ an- 

nounced April 27 by Price Administrator Leon 
Henderson—the most colossal and all-covering control 
of business ever undertaken by the government—will 
govern the prices charged by the nation’s 14,500 retail 
jewelers and 12,485 watch repair shops, as well as the 
great majority of all other retail transactions and sales 
by wholesalers and manufacturers. 

Starting May 18, retail prices, with very few excep- 
tions—precious stones and watch jewels being the only 
exceptions in the jewelry industry—must not exceed the 
highest levels which the same store charged for the same 
or equivalent articles during March, 1942. 

Starting May 11, no manufacturer or wholesaler may 
charge a higher price for any goods or for wholesale and 
industrial services than the highest price charged for 
similar goods or services by that manufacturer or whole- 
saler during March, 1942. 

Starting July 1, repair charges and other services at 
retail must not be priced higher than the price of the 
same store for such repairs and services during March, 
1942. 


MUST PRESERVE MARCH SALES RECORDS 


OPA ordered all retailers, wholesalers, manufacturers 
and service establishments to preserve every existing 
record of sales they made during March, for use in their 
determining their respective maximum prices when the 
ceilings go into effect. 

Jewelers and other merchants who sell household 
equipment must publicly display, on and after May 18, 
ceiling prices for such merchandise as radios, phono- 
graphs, vacuum cleaners, refrigerators, floor lamps, 
bridge lamps, and small appliances such as irons, toast- 
ers, glass coffee makers and mixers. Also included in the 
same list of “cost-of-living” commodities for which their 
permitted ceiling prices must be publicly posted on and 
after May 18, are sets of china and pottery tableware. 

Temporary maximum price regulations formerly es- 
tablishing ceilings for washing machines, ironing ma- 
chines, radios, phonographs and domestic electrical ap- 
pliances were revoked, and these products brought under 
the General Maximum Price Regulation. 


RETAILERS, WHOLESALERS LICENSED 


On the day that the ceilings apply to them, all retail- 
ers, wholesalers and service establishments will be imme- 
diately and automatically licensed by the Office of Price 


FOR May, 1942 


Administration; later on, they will be required to regis- 
ter formally on forms provided by OPA. 

Violators of any provision of the regulation face a 
fine up to $5,000 and imprisonment up to one year, or 
both, as well as suspension of their license for as long 
as 12 months. 


DETERMINING YOUR “MAXIMUM PRICE” 


In general the retail merchant’s ceiling is the highest 
price at which his store sold an article or service during 
March, and thus the maximum price for a similar article 
or service will vary from store to store to the same ex- 
tent as prices varied from store to store during March. 

Prices can go as low as the seller wishes, but cannot 
advance a single penny above the ceiling, because that 
would defeat the purpose of the entire regulation, which 
seeks to stop the rise in prices. 

If the merchant did not sell the same particular article 
of merchandise or the same service during March, the 
“highest price charged during March” would be deter- 
mined by his highest offering price for the article or 
service during that month. This would permit the use 
of a list price if no sale was completed in March, but, 
conversely, “if there was a completed sale at a price 
under the list price, the actual sale price must be used 
as the maximum,” and “the offering price where used 
to set the maximum price cannot be a freak price quoted 
to open bargaining or one never intended to apply to a 
bona fide sale.” 

To establish his ‘maximum price” for articles that he 
did not sell during March and for which he had no offer- 
ing price—such as a new line of silverware or watches 
introduced after March 31—the merchant must use the 
highest price he charged in March for the most nearly 
similar article. A similar commodity is defined as one 
that has the same use, gives the buyer substantially the 
same service and would ordinarily be sold in the same 
price line; thus differences only of style or design which 
do not affect use, serviceability or the price line cannot 
be taken into account. 

No one is going to be permitted to evade the regula- 
tion by making a minor change in a watch case or dial, 
for example, calling it a “different” watch, and putting 
a higher price on it. 

In case a merchant did not deal at all in the same 
class of commodities or services during March—in the 
case, for example, of a jeweler starting a new depart- 
ment in handbags or giftwares—he has to base his 
“maximum price” on the highest price charged during 
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March by his most closely competitive seller of the same 
class of merchandise. Here OPA cautions: “The seller 
cannot use the prices of a more pretentious store in a 
better neighborhood, but must find a store as nearly like 
his own as possible.” If the competitive seller does not 
sell item by item the very same brands and grades, the 
merchant who is seeking to establish his price schedule 
must use the “most nearly similar” commodity standard 
mentioned in the preceding paragraph. 


THE PRECIOUS STONES EXEMPTION 


Precious stones are listed among the few commodities 
at present exempted from the General Maximum Price 
Regulation, but just which gems are to be considered 
“precious” has not as yet been determined, according to 
Floyd Leonard, chief of OPA’s Silverware and Jewelry 
Goods Section. 

However, synthetic and imitation stones definitely are 
not considered in the “precious” category and are sub- 
ject to the general order. A separate price schedule is 
being prepared for jewel bearings, which are not covered 
at present. 

What about precious stones mounted in jewelry? 
Where the stones are mounted in jewelry pieces, the 
question of whether the item is subject to the price ceil- 
ing as a manufactured article or comes under the exemp- 
tion for “precious stones,” will be determined by the 
character of the article. If it is a piece of goods of 
standard design and manufacture, it comes under the 
price ceiling. If it was manufactured a “one of a kind” 
piece with the bulk of the value in the stones—such as a 
bracelet heavily set with diamonds or other natural gems 
—no ceiling would apply, because such goods are pri- 
marily precious stones and the pieces are individually de- 
signed works of art and not standardized manufactured 
goods, and so could not possibly be brought under a maxi- 
mum price on the basis of previous sales or the prices 
of comparable articles. 


FEDERAL AND STATE TAXES 


If the seller customarily stated and collected Federal 
and state taxes separately from the purchase price dur- 
ing March, he is not to include the taxes in determining 
the maximum price under the regulation, and may con- 
tinue to collect the tax in addition to the maximum price. 

But if he did not customarily state and collect the 
taxes separately from the purchase price during March, 
he must include the taxes in determining the maximum 
price under the regulation, and, of course, cannot in 
future collect the tax in addition to the maximum price. 


WHEN A BUSINESS IS SOLD 


If a person sells his business or stock after April 28, 
he must turn over to the purchaser all sales records to 
enable the latter to comply with the ceiling provisions, 
assuming that the purchaser will continue to operate the 
business and does not merely transfer the goods to some 
other establishment previously owned or operated by that 
purchaser. If the goods are merely transferred to an- 
other store the price schedule of that other store, of 
course, applies. But when it is only a change of owner- 
ship and the new owner continues the old store, the 
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maximum prices carry over under the new ownership 
and are the same as if the business had not been sold. 


WHY CEILINGS HAVE DIFFERENT DATES 


By coming under maximum prices (May 18) one week 
after wholesalers and manufacturers (May 11), retail 
stores will have greater opportunity to buy supplies at 
March wholesale prices before returning to March retail 
prices. It will be seen that deliveries to retailers after 
May 11 must be at prices no higher than the wholesaler’s 
or the manufacturer’s maximum price during March, 
even if the contract calls for a higher price. ‘ 

In the case of retail services (including watch, clock 
and jewelry repair shops), the effective date is delayed 
until July 1. By that time, OPA will have set up ma- 
chinery to administer maximum prices in this field. 

The whole month of March was used for the pricing 
period in order to produce as-fair a maximum as pos- 
sible. If prices were frozen at the level in effect during 
a week or only on one particular day, ceilings might be 
out of line, especially for a store that happened to have 
a “bargain day” during the week or the day that might 
have been chosen for the base period. 


RECORDS REQUIRED FROM MERCHANTS 


The regulation makes it necessary for everybody who 
sells either commodities or services to preserve for ex- 
amination by the OPA all his existing records relating 
to the prices which he charged or offered during March. 

After July 1, all sellers must have available for ex- 
amination by any person during business hours a state- 
ment showing the highest prices which were charged in 
their establishments during March, or the highest prices 
at which goods and services were offered, together with 
a description or identification of each commodity or ser- 
vice. Manufacturers’ and wholesalers’ catalogs pre- 
sumably could be used to identify most of the goods, with 
retailers writing in whatever was their maximum selling 
price in March for each item. 


AID FOR HARDSHIP 

Routes to adjust “frozen” prices are opened by the 
OPA order, where special circumstances would impose 
grave hardships. For instance, if a retailer finds that 
his “maximum price” for a commodity or a service is 
abnormally low in relation to the maximum prices of the 
same or similar commodities or services established for 
other retailers, and that this abnormality subjects him 
to “substantial hardship,” he may file an application for 
adjustment of that maximum price, under regulations 
to be issued later by OPA. 

Likewise, if retailers as a group can make little or no 
profit or may have to sell at a loss, any such retailer can 
write the facts at once to the Retail Trade and Services 
Division, OPA, Washington, D. C. Relief, if granted, 
would take the form of a “roll-back” of prices at the 
wholesale and manufacturing level to a period as far 
past as Oct. 1, 1941, instead of March, 1942. 

Supplementary regulations will be issued as needed 
to establish such maximum prices for different classes of 
sellers or fix base periods for the determination of maxi- 
mum prices, so that each class of sellers will receive 4 
“fair share of return.” : 
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Thousands Admire Student Designs 


TUDENT designs of jeweled flowers, fish, seahorses 

and a variety of ingenious animal figures delighted 

the thousands who attended the annual exhibition last 
month at New York’s Mechanics Institute. 

The jewelry design class again was taught by Chris- 
tian A. Jakobb, many of whose former students have 
obtained employment with manufacturing jewelers. This 
year the class opened with a registration of 36, half of 
whom are now in the Army and Navy. 

Awards contributed by the Medallic Art Co. were pre- 
sented as follows: First prize gold medal to Sidney 
Donish, a third-year student, creator of center design; 
and second prize silver medal to William H. Wright, Jr., 
a first-year student, who designed the upper left. 

In addition, Arthur F. Nass, second-year student and 
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designer of lower right, received first honor, and second 
and third honors respectively went to David Altman and 
Harold Sand, who are not represented on this page. 
Robert Keim, second-year student and creator of upper 
right, was deprived of an honorable mention because of 
irregular attendance. Design at lower left is by Richard 
Genaille, a first-year student. 

As the many visitors to the Mechanics Institute annual 
showing of students’ work passed through the jewelry 
section, they showed interest not only in the student 
jewelry designs but also in a show case display of 
novelty jewelry by Robert Keim and of Mr. Jakobb’s 
spirited and original “zoological” jewelry done in 14 
karat gold, some of which was pictured in J.C.-K.’s 
January issue. 
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®Bow-knot friendship rings in 
sterling silver are presented in 
two weights by Leonore Doskow, 
49 W. 27th St., New York. The 
heavier version, $2; the lighter, $1. 


® Hinged mirror, utility pocket and 
gold-plated accessories make Bar- 
bara Bates’ "Gallant'’ manicure set 
a winning gift number. $12.50. 


® Bulova's new 2\-jewel "General" 
has radium numerals useful alike to 
soldiers and "blacked-out" civilians. 


It sells 
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for $57.50, including tax. 


They’re 





New! 











© Flower-like earrings combining 
cultured pearls with 14 karat 
gold, from an extensive line of 
new creations by Imperial Pearl 
Syndicate, 607 5th Ave., N.Y.C. 









® For the sportswoman, Cathay 
Crafts Corp., 225 5th Ave., New 
York, suggests this mallard duck 
in sterling silver. $6.50. Match- 
ing earrings are also available. 






® Dainty but strong, the ‘Petite’ women's exten- 
sion watch bracelet by Kestenman Bros. Mfg. Co., 
Providence, is made in the new gold-on-silver type. 





® Hard, vari-colored 
transparent enamels 
and genuine mar- 
casites decorate this 
sterling silver pin spray, 
by the French Jewelry 
Co., 137 S. Sth S., 
Philadelphia, Penna., $6. 



















® Twigs, leaves and blossoms in gilt 
above a peach-shaped recessed sil- 
ver background distinguish this ster- 
ling pin from China Overseas, 225 
5th Ave., New York. $5, wholesale. 














© "Flecha Moderna," in 
sterling and gilded sterling 
is selected from an exotic 
imported line of earrings 
and other jewelry now 
available from Lenart Im- 
port Ltd., 550 5th Ave.,N. Y, 
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YOU CAN'T BLITZ WEDDINGS 
(From page 51) 





warded. We found three beauties plus other interesting 
accessories—an old pair of red glass hand vases, an old 
daguerreotype of a bride—a white lace fan, etc. 

As sketched, the complete unit of three windows which 
form the front of our store was designed in red, white 
and blue with one window being done in each color. Each 

















window was draped from top of frame to front upper 
left corner and then down to the floor with (reading from 
l. to r.) red, white and blue net. 

The photograph shows the left hand one of these win- 
dows in which we displayed flatware and holloware in 
an Early American pattern of continued popularity. One 
of the pair of hand vases was used holding cat-tails 
which we painted red and white. A few silver stars were 
pinned on them and on the net. In the second window 
(the white window) we used the gilt frame, the fan, the 
daguerrotype and some wedding stationery as_back- 
ground for “Wedding Rings in the American Tradition.” 
The third window—blue net—was done just as the first 
and displayed gifts from the bride to her attendants. 


WEDDING RING 

Finally we come to the most important window of all 

the ring window. Of course, solitaires and wedding 
rings are practically always an integral part of our dia- 
mond displays, even though the theme may be quite 
different. But during bride season they really come into 
their own. 

Because they’re so tiny, they need a good deal of 
dramatization. We tried to do this in the diamond win- 
dow illustrated. Its Grecian simplicity was designed to 
dramatize eight matched sets of varying size and price. 

Kight pedestals of graduated height, fluted like 
Grecian columns, were arranged in a curve on a floor of 
white fabric with the lowest pedestal at the left front 
corner of the window and the other following in the 
order of their height to the other end of the arc, as 
shown in the photograph. The color scheme carried out 
the same idea of gradations, for though all the pedestals 
were painted blue, each was done in a different tone 
starting with a very dark hue on the shortest pedestal 
and with each one successively lighter to a delicately 
pale tint on the tallest column, on which we placed our 
same little bride. Graceful scrolls of white plaster on 
each pedestal formed a background for each of the sets 
of rings and added the touch which gave meaning to the 
copy—‘‘Enduring Simplicity for Third Finger Left 
Hand.” 


INTERIOR DISPLAY 

A not-to-be-forgotten feature of all bride promotions 
is well-planned interior displays which carry the same 
theme throughout the store. During June bride promo- 
tion we always clear floor space for two large three- 
tiered display units, which are decorated in bridal 
fashion and are used to show sterling and plated silver 
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WE carry a complete line of 
Round and fancy shaped Dia- 
monds in all. sizes. 

Memorandum selections submitted 
upon request. ee . : . 
Advise us of your needs... 


We are also purchasers of 
second hand diamond jewelry 


Louis Gurfein & Son 


PHONE MEdallion 3-4822 
Chicago Representative: Mr. George Pilzer, 31 N. State St. 


608 Sth Ave, — ‘New York City 
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SAPPHIRES 
RUBIES 


RALDS 


DIAMONDS 


et Vi 
A\ A have an unique 


collection of rare and 
important stones par- 
ticularly in Colored 


Diamonds and Sapphires 


AND MR. ABY COHEN OF LONDON AND PARIS 
al Fiflh , ae 
New Wonk, 


within different price ranges. Wherever possible counter 
and case displays are arranged using as selling points 
style, price, personal appeal or even a touch of humor. 
“The Tea Service She Expects from Uncle Joe!” 


DEVELOPING BRIDAL SALES 
(From page 45) 


appliances, and porcelain objets d'art. Several lamps 
with porcelain bases illumined the window, the lights 
being left on all night so that the window stood out 
prominently for the benefit of evening window shoppers, 
when all the surrounding windows were in darkness. 

Slavicks, Los Angeles, showed a large number of pat- 
terns of flatware at a time in their advertising, explain- 
ing that they carried the lines of half a dozen different 
manufacturers, thus getting across to the public a reali- 
zation of the wide variety of choice offered by their 
extensive stock. Also both in their ads and window 
cards, for the benefit of brides of former years, they 
mentioned that they were in a position to match any 
inactive patterns—a hint to husbands and other relatives 
that they could purchase, at anniversary time, silver to 
fill out the family set, or to replace pieces that might 
have been lost. 

Rings for the lovely bride were effectively featured 
by Leon Gordon, Houston, Texas. Mounted in a panel 
on the wall at the back was the bas relief head of a 
bride, with actual veil. White display stands of varying 
shapes and sizes were arranged on the floor in a pleas 
ingly irregular step effect, a graceful hand upon which 
sparkled a diamond ring being placed upon the one 
directly below the bride. In little cases, scattered all 
through the display, were diamond rings at a wide range 
of prices, as well as ensemble sets of engagement and 
wedding rings. 

“Our complete silver trousseau, giving the bride every: 
thing she needs to stock her silver chest, and which she 
can purchase on the budget plan, if desired, for $2.00 
a week, materially increases our monthly sales of silver,” 
said the manager of Capwell’s, Oakland, Calif. ‘The 
price of the set, if the pieces were bought separately or 
a few at a time, so as to spread out the cost in the way 
our budget payments permit, would be considerably 
more, and this fact is impressed upon all brides coming 
to the store in response to our invitation. In June this 
silver ensemble is shown for a week in the window, in 
the midst of a bridal setting. We continue our campaign 
for the trade of the bride twelve months in the year-— 
sending out little notes to all whose engagements are 
announced, but since merchants in all lines single out 
the June bride, we give our silver trousseau special 
publicity in the newspapers, window and department at 
this season.” 

“We go after the trade of the bride intensively,” said 
Mrs. Henrietta Collins, manager of the gift department 
of Feder’s, El Paso, Tex. “If I know the bride per 
sonally, I contact her by telephone, if not, a little note 
is written. I don’t believe in a form note, so each one 
is phrased individually—and it is this personal touch 
which brings so many people to us. When the pattern 
is chosen I set a bride’s table with it, using harmonizing 
china and glassware, the purchase of these additional 
items being thus suggested. Generally a complete table 
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is set, but at times, especially in June and December, 
when there are so many brides, the patterns of three or 
four of them will be shown on a single table. 

“In the many cases where the bride starts with a set 
for four persons, if the set is not expanded, shortly after 
the wedding, we drop a little note, suggesting that she 
build it up to a six or eight. Radio and window display 
have been the most effective publicity mediums for us.” 

A recent bridal silver window showed on a pedestal 
a miniature bride, and, in front of a mirror, a silver 
coffee service. Black velvet covered the floor and in the 
folds were many pieces of hollowware, while down front, 
close to the glass, with little cards identifying the pat- 
terns, were a dozen different designs in silver flatware. 


MAKING UP FOR LOST SALES 
(From page 47) 


is a surprisingly easy market to sell. Jewelers may be 
loath to take on the lower-priced merchandise, but it 
will be necessary to attract this trade. However, it 
should likewise be mentioned that we are also selling 
the better-price merchandise to Army officers with bet- 
ter incomes who bring their wives to New Orleans.” 
2. Building sales among working classes. Hausmann’s, 
like most long-established jewelry stores, has been a 
large user of “white space” advertising in city-wide 
newspapers in the past. Now, with the largest imme- 
diately-spendable volume of ready cash going the way 
of mechanics, loftsmen, factory employes, etc., the store 
has taken a deep breath, and gone into “neighborhood 
newspaper’ advertising for the first time in its history. 
Such papers, with small but geographically concentrated 
local circulations, are doing a surprisingly good job for 
the store—because family-type customers read them 
more thoroughly, Mr. Hausmann believes. Advertising 
of this type is frankly aimed at the man now making 
$100 a week who formerly earned $20 and features 
good watches, diamond stickpins, sterling silver and tea 
sets, cigarette cases, fine china, ete. Cuts of each item 
are used, with prices boldly marked. Ninety per cent 
of such customers pay cash, and it is not unusual to see 
a roughly-dressed man come into the store and buy a 
$50 wrist watch for himself and another for his wife. 
Sales volume in the store is steadily undergoing a tran- 
sition from what are traditionally thought of as the 
better-income groups of former years to the wage earners 
who find themselves suddenly enjoying what to them 
seems riches. These people who have been accustomed 
to living at minimum cost, and are unable to buy auto- 
mobiles or new homes with their new-found wealth, 
are going to spend their vastly increased incomes for 
jewelry, Mr. Hausmann is convinced. Sterling flatware, 
for example, which the store has advertised consistently 
to this group for several weeks, has leaped into the top 
sale brackets as a result of the above conditions. 
Using the telephone, Hausmann salespeople are fol- 
lowing up the customers who bought wedding rings and 
engagement rings in the last two years at prices which 
indicate that they are in the wage-earner classification. 
To the housewife is suggested fine silver and china; to 
the husband a new watch, silver to surprise his wife, 
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etc. The slack morning hours (of which there are few) 
are being profitably used in this way. About 60 per 
cent of the customers called turn out to be making twice 
as much income as they were at the time of the original 
transaction, and react well to the store's suggestions. 

3. More emphasis on non-priority merchandise. Be- 
side the above changes, Hausmann’s is putting more 
stress on departments in which merchandise shortages do 
not exist or threaten. One of these is the handbag de- 
partment. Using little metal and largely equipped with 
plastic trim, handbags are still available in large quan- 
tities. Hausmann’s has trained a salesgirl in the selling 
points of this line so that she can inspire the customer 
with confidence in her expert knowledge, and she seldom 
lets a woman customer, or a man and wife, get out of 
the door without “exposing” them to several suggested 
bags. Enlarging the line has made it possible to sell 
smart fabric and leather bags at prices approximately 
those of department stores, all of which have raised 
prices substantially in recent months. Bags priced from 
$5 to $15 are carried, and are being sold on a “matched” 
basis—the saleswoman attempting to harmonize the bag 
with whatever other merchandise has been purchased. 
They are being prominently emphasized in store win- 
dows, and given unusual display inside by “spotting” 
attractive samples around the counter tops every few 
feet. All salesmen suggest handbags but call the young 
lady who specializes in them to actually make the sale. 
Of course, Mr. Hausmann does not expect handbags to 
make up entirely for shortages in other lines, but he 
has found that they do go a long way toward stopping 
large gaps in profit structure. 

Another activity which Hausmann’s has found help- 
ful in making up for present-day merchandise shortages 
is promoting its large second-floor china, glass and gift- 
wares department more strongly than it used to. Few 
of these items are hampered by shortages, and the store 
has a full stock of these goods, all of which are made 
from non-priority materials. Women are encouraged to 
shop for china and glass gifts, home ornaments and 
other merchandise by window displays, frequent news- 
paper advertising both in city-wide and local neighbor- 
hood newspapers and by suggestions of salespeople. 
Everybody has more money to spend, it has been con- 
cluded, so that it is possible to get women to add addi- 
tional bric-a-brac to their homes, buy better gifts for 
friends, and fill in fine china and glass dinner sets. 
Where women are disappointed in inability to buy an 
intended item, Hausmann salespeople suggest that by 
visiting the upstairs showroom she may find some other 
article that will be equally suitable. 

For example, a customer came in recently to buy a 
fine cutlery set of a kind she had seen in the window 
from time to time during the past two years. Haus- 
mann’s was forced to tell her that none were in stock 
and that no more would be available—but took her to 
the gift shop upstairs, where she selected instead a fine 
set of service plates, a centerpiece and serving dishes 
amounting to a larger purchase than the cutlery set. 
There are dozens of such instances weekly. 

“Jewelers can beat this war problem with a little 
thought and courage,” Mr. Hausmann summed up, “if 
they refuse to let themselves be handcuffed by tradition 
and are not afraid to try new things.” 
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$2395, AVERAGE REPAIR SHOP'S GROSS 
(From page 56) 


salary, rent and overhead costs little could remain to 
represent selling activities. 

There are 3895 watch, clock and jewelry repair shops 
with annual receipts of less than $1,000—actually an 
average of only $553 per shop, when the number of these 
marginal shops is divided into their total yearly receipts. 

There are 3768 other one-man shops whose yearly 
receipts amount to between $1,000 and $1,999 per shop. 
The average yearly volume of shops in this size bracket 


is $1,427. (This makes 7663 repair shops with annual | 


receipts below $2,000. ) 


And there are 1910 more one-man repair shops with | 


yearly receipts between $2,000 and $2,999 per shop, and 
an average gross of $2,396 per shop. 

Thus, three out of every four watch, clock and jewelry 
repair shops in the United States are little one-man 
enterprises that fall into one or another of the above- 
mentioned size groups, and the average annual receipts 
of these 9573 repair shops come to only $1,264 per shop. 


ONLY ONE SHOP IN FOUR GROSSES $3000 

The other 25 per cent of the nation’s watch, clock and 
jewelry repair shops, the ones with average receipts of 
more than $3,000 per year per shop—consists of 2912 
establishments, arranged in the following size groups: 


Proprietors 
of Unin- Number 

Annual Number Receipts corporated of Payroll 
Volume of Shops (Add 000) Shops Employes (Add 000) 
$50,00 or 
more 6 $409 3 112 $185 
$30,000 to 
$49,999 22 807 15 213 285 
$25,000 to 
$29,999 7 191 1 +1 60 
$20,000 to 
$24,999 27 595 33 129 175 
$15,000 to 
$19,999 57 957 55 203 254 
$10,000 to 
$14,999 194 2,311 189 375 190 
$5,000 to 
$9,999 932 6,254 967 825 891 
$3,000 to 
$4,999 1,667 6,269 1,711 508 399 


These larger watch, clock and jewelry repair shops 
vary considerably in their functions and in the number 
of persons they employ. Shops with yearly receipts in 
excess of $10,000—and there are 313 such shops—are 








chiefly “trade shops” which do repair work as sub- | 


contractors for retail jewelry stores, the goods being 
taken in for repair at the jewelry stores, then either 
mailed or sent by messenger to the repair shop, repaired 
there, and returned to the jewelry store for delivery to 
the jeweler’s customer. Firms that cater thus to the 
jewelry trade usually do little work directly for the 
public and obviously sell little or no merchandise. 

On the average, 19 persons work in each of the six 
largest shops; 10 in each of the 22 next largest, and six 
apiece in the next size-group of 7 shops. The 27 shops 
in the $20,000 to $24,999 class afford work to an average 


of six persons, and an average of five is found in the 57 


establishments in the $15,000 to $19,999 bracket. 

The number of persons working in the repair shops 
continues to dwindle with the reduced size of the shop’s 
vearly receipts, so that the 194 shops in the $10,000 to 
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Announcing 


Our Purchase of the Stock of 
LUCIAN M. ZELL 


one of the finest collections of semi-precious stones, gathered 


over a period of many years. 
eee 


This combines two well known stocks and places at the disposal 


of the trade a large and varied collection of gems. 


DREHER BROS. and WIDER 


Importers and cutters of precious and semi-precious stones 


48 WEST 48TH STREET NEW YORK CITY 
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$14,999 group provide work for an average of 4.5 per- 
sons, and the 932 shops with yearly receipts of $5,000 
to $9,999 have an average of two persons at work—the 
proprietor plus one employee. Many shops even in these 
categories do much of their work for jewelry stores 
instead of directly for the public. 

When you consider repair shops in the $3,000 to 
$4,999 annual receipts classification, you find a pre- 
ponderance of lone-man shops, with one shop in three 
employing someone to assist the proprietor, either full 
or part-time. Naturally, the 9573 repair shops with 
vearly receipts below $3,000 are almost without excep 
tion one-man endeavors. 


HOW SHOPS ARE ORGANIZED 

Few of the watch, clock and jewelry repair shops are 
operated by incorporated concerns, nearly 99 per cent 
of the 12,485 shops being run as individual enterprises 
or partnerships. There were only 150 incorporated 
businesses, in contrast with 11,854 individual proprietor 
ships, 476 partnerships and 5 otherwise organized. 

The individual proprietorships employed 1605 full- 
time and 370 part-time employees, and paid an average 
wage of $1,075 to the full-time workers. Part-time 
workers received an average of $437 each. Shops organ- 
ized as partnerships reported 350 full-time employees, 
whom they paid an average of $1,228 per year, besides 
29 part-time employees who received an average of $552 
per man. In the incorporated watch, clock and jewelry 
repdir shops were working 417 full-time employees and 
officers, who earned an average of $1,422 per man, 
besides 25 part-time employees, who were paid an aver- 
age of $600 each. 

Women employees represented 14.7 per cent of the 
2379 full-time and 424 part-time employees at work in 
the entire watch, clock and jewelry repairing industry. 


AN ABUNDANCE OF “LITTLE FELLOWS" 


Inasmuch as some interests—though not the United 
States Census Bureau—choose to classify retail jewelry 
stores and watch, clock and jewelry repair shops as a 
single industry and call them all, jewelers and repairers 
alike, ‘“‘retail jewelry stores,” it may be interesting to 
consider the size-groups found in such a combination. 

(Size-groups in the retail jewelry industry, as re 
ported by the U. S. Census Bureau, were analyzed in 
JC-K’s November, 1941, issue, pp. 56, 58, 73.) 





Size Number of Enterprises 

(Annual Volume Jewelry Repair % of 

of Business) Stores’ Shops? Total Total 
$50,000 or more 1,568 6 1,574 5.8 
$30,000-$49,999 1,144 22 1.166 4.3 
$20,000 to $29,999 1,338 34 1,372 511 
$10,000—$19,999 3,280 251 3,531 13.1 
$5,000-$9,999 3,124 932 4,056 15.0 
$3,000-$4,999 1,923 1,667 3,590 13.3 
$2,000-$2,999 945 1,910 2,855 10.6 
$1,000-$1,999 739 3,768 4,507 16.6 
Less than $1,000 404 3,895 4,299 15.9 
Totals 14,559 = =12,485 27,044 100.0% 





1 Defined by U. S. Census as retail businesses obtaining the bulk of their volume 
from the sale of jewelry merchandise. 

2?Defined by U. S. Census as service establishments obtaining bulk of their 
volume from the repair of watches, clocks and jewelry. 

3 Includes 94 chain-operated jewelry stores with sales below $10,000 each, which 
are not classified in the tabulation by sizes. 


This table brings out the fact that even when all 
establighments—both jewelry stores and repair shops-— 
are bracketed together, only 15,289 establishments do a 
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Genuine “Trublak” 


TRADE MARK) 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
. Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


PYete im tale 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


"Minimum quantity required per size 
and shape ... 300 pieces. 


NO JOBBING ...NO RECUTTING 





For years we have concentrated on the manufacture of quality rings 
for men and ladies. In these unusual times, we believe our experi- 
ence and skill, acquired over a 27-year period, will enable us to pro- 
vide you with an attractive quick selling, profitable line of 


rings and ring mountings. 


SELL THE BEST— THEY COST NO MORE! 





WEDDING RINGS 


— 


$3 FOR EVERY 
WEDDING RING 
YOU’VE SOLD 
IN THE LAST 
20 YEARS! 


ke 

t's what you Can ..d 
ie “ailing these | past ~~ 
tomers on modernizing (mak- 
ing wider), with Sherman 


-RINGS, the narrow dia- 
aieg or engraved wedding 


rings you sold them. 


‘s more, you will re- 
Sse ele valuable contacts 


that have been lost. ae 
tyles $2.60 per paw + 
TAK. *"Attached to any 5 a 
you send us—$1 add 


Sherman & Co. 


Refiners—Metallurgists—M anufacturer? 


197 Canal Street New York 


LOVE RING 
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BRITISH DIAMOND 


CUTTERS LTD. 
BIRMINGHAM ENGLAND 


ANN OUNCE 


That their representative is now 
in New York with a selection of 
fine British cut diamonds. Inquire, 


prices and sizes from 


H. €. GINDER 
GOVERNOR CLINTON HOTEL 


31ST ST. AND SEVENTH AVE., NEW YORK 
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total volume of $3,000 or more per year apiece and 
consequently are important in the sale of merchandise 
or in their purchases of materials and supplies. The 
remaining 11,661 are the marginal “little fellows” with 
less than $3,000 gross volume per year each, who obvi- 
ously don’t mean very much in the distribution of mer- 
chandise, especially as 9573, or 82.1 per cent of them, 
are repair shops deriving their revenue from services 
rather than the sale of goods. 

Just how many dollars worth of merchandise were 
sold in 1939 by the repair shops will be revealed in an 
early release by the Census Bureau. 


SETTING FOR MODERN SELLING 
(From page 53) 


some artiele from a display for a customer who stands 
outside and tries to point out the article wanted. With 
this arrangement, the window decorator stands in front 
of his display while he is setting it up, and the customer, 
inside the store, can easily select any desired article 
from the window when it is swung before him. And think 
of the attention value upon the passersby who see a 
whole show window being swung into the store! 

Still another useful purpose is served by this arrange- 
ment. In most stores, window glass is installed from the 
outside, with metal frames to lock it into position. Here 
the outside molding is a permanent and integral part of 
the store front, and flows in an uninterrupted line right 
up to the glass itself. The locking strips are on the in- 
side where they can be readily removed and new window 
glass installed from within, by merely swinging the win- 
dow base into the store. 

Ease of getting the maximum value from window dis- 
play space is further heightened by interchangeable 
window backs and floors. The entire floor of the win- 
dow can be lifted in or out in one piece without disturb- 
ing the display (figure 3). Thus the selling value of 
the windows is never lost even for the time when a new 
display is being set up. The decorator merely builds his 
new showing on another floor panel, lifts out the old one, 
and slips in the new one in a matter of a few seconds. 
Changing to night displays is likewise simplified by 
keeping the night display intact on a second floor panel 
and switching the entire showing as a unit. The remov- 
able floor also simplifies the installation of mechanical 
equipment, and by installing a glass floor, some unusual 
effects can be obtained by lighting from below. 

Likewise, the background panel of the window slips in 
or eut in convenient slots, thus permitting it to be 
changed easily to varying colors and materials to con- 
form to the display. 

The lighting of the windows, too, has been carefully 
thought out. Ceiling lights are concealed by raising the 
window ceiling well above the tops of the windows. The 
provision for lighting from below has already been men- 
tioned, and recessed spotlights are built into the side 
walls for high-lighting any specific items that it may be 
desired to have emphasized. 

Height from the ground to the lower edge of the win- 
dow is 46 in.—a height that was selected after careful 
study te determine best visibility of the displays. As 
Mr. Gunder puts it, “Merchandise in a window is placed 
there to be seen, and this result can best be obtained if 
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Wadsworth Cases 


The precision styling, the famous durability of 
Wadsworth watch cases have the unqualified endorse- 
ment of those who appreciate supreme craftsmanship. 
Profit by this demand for Quality. Today more than 
ever before . . . Watches in Wadsworth Cases mean 
more Sales Appeal . . . mean more Sales for YOU. 


Offices 
New York: 630 Fifth Ave. 
Chicago: 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC. DAYTON, KENTUCKY 
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| the merchandise is close to the eyes of the spectators.” 
For the same reason, the small spot window shown in 
| the lower left of the floor plan is 52 in. from the ground. 
Because such windows are small and are viewed close 
up, they should be at approximately eye level. 

The interior of the store has been planned with 
| equal care, and with the practical advantages always 
| outweighing tradition. First thing to greet the eye upon 
| entering is the showcase or counter of unique design in- 
| dicated on the floor plan, and sketched in figure 4. As 
| shown, this consists of a central pedestal of wood from 
| which extend glass wings in which the merchandise is 
displayed. These wings are very shallow so that the 
items on display are brought up close to the top. Be- 
cause this shallowness would make it diffieult for the 
salesman to reach in to items at the front of the case, it 
is fitted with a Lucite drawer which slides in or out to 
provide easy access to any article in the case. The de 
| sign may look as’ though there were risk of breakage. 
| but the wings are constructed of a heavy tempered glass 
of unusual strength—by invitation your reporter sat on 
the end of one of them when he raised this point, and 
can testify to their solidity. And, of course, the design 
gives plenty of leg room to customers sitting or standing 
at the case. Storage is provided in the central unit. 

Other selling fixtures include glass-topped revolving 
tables (figure 5) which Hamilton has designed as 
“watch tables,’ but which, of course, could be used 
equally well for other small but valuable merchandise 
which the customer may want to sit down and study at 








5 FicguRe 5. 


leisure. A turn of the table top brings any desired item 
right under the customer’s eye, and makes comparison 
easy. Sliding open-top drawers under the glass top per 
mit easy removal for close inspection of any article. 

Other features of the store include the provision of 
small private selling rooms in which are installed tables 
as described above, a: built-in motion picture screen, and 
a library of jewelry books and magazines which are use 
ful for reference and lend an air of authority. 

The watchmaker’s bench, as might be expected in a 
unit designed by a watch manufacturing company, is a 
repairman’s dream of completeness and convenience. 
| Space does not permit a detailed description here of its 
| many features. Suffice it to say that it is a handsome as 
| well as a highly utilitarian feature. 

Lighting, decoration, color scheme, flooring, etc., are 
| perhaps less strikingly original. but all conform to the 
| best modern ideas. 
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H ERE’'S A NEW way to dramatize jewelry in relation 
. to the war. Just bedeck male and female hand 
forms with rings, watches and bracelets and have them 
dip into a table piled high or a basket filled to over- 
flowing with War Stamps and Bonds of various denom 
inations. Then, all the window card needs to say is, 
“Hands That Work for Defense!” 
* * * 

AFTER ALL, is there any reason why a jeweler can’t 
sell maps? Why not put in a section for these fast- 
moving, timely items and boost business? You can sell 
not only maps but also sterling silver special pins for 
campaign following, pencils and pens for record keep- 
ing, etc. All map dealers report phenomenal sales and 
if there is an opportunity to map your way into this field, 
why not? 

* * * 

WHEN BLACKOUT jewelry reaches your town, it will 
be simple to display it at night with lights on in one 
window, and with lights out in the other! For daytime, 
draw a black curtain over the one window with a square 
“peephole” for passersby to sneak a look. Your local 
newspapers would probably go for two shots of a good- 
looking model with blackout jewelry on ears, fingers, 
neckline, and turban in a regular picture and showing 
just as white spots in a tryout blackout for the other 
picture. Be sure to pose her in exactly the same position, 
so that the pictures make a good contrast. 





MEN ARE WINNING bouquets as arrangers of flowers 
after invading a field long regarded as the exclusive 
realm of the ladies. So, here’s your clue to increased 
interest in your vases, silver bowls, and glassware. Invite 
outstanding men in your community to compete for prizes 
for arrangements to suggest a hobby, the rodeo, an ice 
carnival and a country fair. Then, display the winning 
pieces in your window or doorway. Better still, let the 
public watch the arrangers. 

* * * 

lv’s A Goop THING for your china, linen, silver and 
glassware sales that the imaginative art of tablesetting 
is affected by the war, for that means more revenue for 
you. Touch it off with a contest for local women’s clubs 
with such assignments as, “Party for the Bey on Leave,” 
“A Red Cross Defense Party,” and a “Victory Table.” 

* * * 

For THEIR VERY OWN Day, why not suggest that chil- 
dren be given lasting presents? Children’s Day is June 
20 and it provides the jeweler an opportunity to group 
all his pieces that pertain to children—rings, watches. 
chains, bracelets, pens, pencils, etc., as suggestions for 
enduring gifts for the young people. 

* * 

Friaa Day is June 14 and naturally the jeweler will 
want to show off his patriotic emblems. For a different 
but inexpensive display piece, try framing a huge square 
or rectangle of white quilted satin with red and blue 
grosgrain. Pin on the various types of emblems helter- 
skelter and tilt the whole fixture at an attention-getting 
angle. This is a possible window card, “The Patriotic 
Picture for Flag Day, 1942.” 
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Special offer for 
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6 dz. pairs EARRINGS at $6.75 dz! 






COMPANY 


303 FIFTH AVE., NEW YORK CITY 
87 WEYBOSSET ST., PROVIDENCE, R. 1. 


EARRING BAR with 


100 styles of Sterling 
Silver Earrings 
to retail at $1 


my Be 









EARRING BAR is of gumwood, 
18" x13", with mirror back. 
it's a complete Earring depart- 
ment! 
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Julius Goodman & Son 
eould only show a 

few trays until they 
devised this hanger 


The chromium bar suspends 36 trays: sales soared 15 ver cent 


Hooking More Tray Sales 


o 


by ROBERT LATIMER 


ROBABLY the most difficult-to-handle items han- 

dled by the jewelry store from a display stand- 
point are silver trays, according to Joseph Goodman, 
head of the Julius Goodman & Son jewelry store in 
Memphis, Tenn. 

Silver trays are among the heaviest, most cumbersome 
merchandise in stock, and certainly do not lend them- 
selves to any form of display other than flat on a win- 
dow floor, table top, ete. Few display cases will accom- 
modate more than two or three of them efficiently, and 
unless the jeweler has a surplus of display space (and 
who has?) he is likely to leave the trays altogether in 
the stock room. 

In the Julius Goodman store, remodelled in late 1940, 
space is even more a problem than in the average store— 
for the Goodman interior is only 16 ft. wide by 25 ft. 
long, most of this space occupied with counter cases and 
‘wall cases already crammed with silver tea sets, can- 
delabra, decorative center pieces, etc. With a huge stock 
of more than 250 trays of all sizes and descriptions, Mr. 
Goodman was unable to show more than four or five of 
them at a time—auntil he developed the clever display 
rack shown in the accompanying picture. 

This, splitting the center of the store into two aisles, 
has not only increased tray sales in the Memphis jewelry 
house by 15 per cent, but has become the most efficient 
“silent salesman” in the store. Nobody who comes into 
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the store for any reason can long escape the fact that 
Goodman’s carries a more than complete stock of silver 
service trays of all descriptions and although “impulse 
sales’’ are not usual in connection with this fairly ex- 
pensive merchandise, Mr. Goodman places a good many 
of the past year’s tray sales specifically to the fact that 
a customer became interested in them simply because of 
their prominence. 

The display rack was constructed by the store car- 
penter from 114-in. pine board, with a laminated veneer 
exterior which has been stained to resemble fine walnut. 
It stands 5 ft. high and 6 ft. long, and accommodates 
easily every size tray in stock, including more common 
22 and 24 in. sizes on up to 36-in. types. As pictured, 
trays are hung between the graceful supports at either 
end on a 8-in. chromium pipe 6 ft. long, which is sunk 
in trunnion support at either end which allows the bar 
to revolve if necessary. The trays are thus hung by 
slipping the handle over quarter-inch, chrome-plated 
hooks, 36 of which are spaced two inches apart across 
the bar to accommodate 36 hanging trays. Invisible 
grooves in the bar’s surface keeps the trays a minimum 
of two inches ‘apart, so that there is no damage caused 
by careless bumping against the display or hurried re- 
moval of several at a time. Below the hanging display 
are two-tiered shelves for extra trays of even larger 

(Please turn to page 86) 
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PROCLAMATION 


with resprect lo creation of new merchandise 


* * * * * * * * * * * 


THE CREATION OF NEW FLATWARE PATTERNS 
REQUIRES: 


| The use of alloy steel, a critical material for the defense of 
our country. 


2 The use of thousands of hours of tool making and die sinking 
skills, both of which are badly needed in the war program. 


3 The use of supervisory and technical skills that can best be 
utilized for the conversion of facilities to war needs. 


* * Under these circumstances and the rapid conversion of our facil- 
ities to war work the directors and Management of The Gorham 
Manufacturing Company are convinced that it is our bounden and 
patriotic duty to discontinue the creation of new flatware patterns and 
we, therefore, hereby notify our customers that until victory is won 
we will not produce any new flatware patterns. 


* * Wherever the creation of new hollowware items requires the use of 
materials and skills that can best serve the interests of our country we 


will pursue the same course with respect to the development of new items. 


* * We are not unmindful of the disadvantage we create for ourselves 
with respect to competition by this action, as we are discontinuing the 
development of two new sterling patterns planned for introduction this 
year. We are confident, however, that our customers will heartily concur 
in this action and we have no fear of our ability to meet competitive 
conditions when the war is over in the same constructive manner as has 


been our policy during the one hundred and eleven years of our existence. 


April 15, 1942 Ae Chay0 


PRESIDENT 


e3@ GORHAM Serdng 


PROVIDENCE, RHODE ISLAND 


‘America’s leading silversmiths since 1831 
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Here is a new pattern in Sterling silver 


you ll sell over and over again! 

We know... because it’s the Watson 
policy never to introduce a new pattern 
until there is a proven need —and a proven 
market—for one. That means greater ac- 
and an 


ceptance among your customers... 


easier selling job for vou! 


PRESENTS : 
ANOTHER ‘“‘PRE-SOLD” PATTERN 


You'll find Foxhall one of the finest ex- 
amples of a Jacobean design in Sterling 
silver. Yet it’s as graceful and modern as 
tomorrow. Write—right now—for full de- 
tails on the pattern, and the display~ and 
direct advertising material that will help 
vou sell it. The Watson Company, 852 


Watson Park, Attleboro, Massachusetts. 
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"PRICE STEPS" STEP UP NOVELTY SALES 


A novel method of display whereby knicknacks or 
small novelty gifts are displayed in “price steps” on gift 
shop shelving has materially advanced extra sales at 
Perel & Lowenstein, of Memphis, Tenn. 

The store recently removed a partition and took over 
a neighboring shop, which has been redecorated and ar- 
ranged into a series of neat and compact individual shops 
for china, glass, silver, cameras, novelties, radios, etc. 
In the center of the department is the inexpensive gift 
shop, which consists of a low table and a pyramiding 
“ladder” of display shelves open on both sides. The table 
is done in cream, upper shelves in contrasting bright col- 
ors which show small items with maximum visibility. Pur- 
pose of this arrangement and central location, accord- 
ing to Philip Perel, general manager, is to create ‘“‘im- 
pulse sales’”—coming from customers seeing something 
which pleases them or would please a friend, and buy on 
sight. “Women always want to buy something from the 
jewelry store on every visit,” he pointed out. “And the 
display of small gifts representing only a small expense 
is ideal to cater to this habit.” 

Mr. Perel backs up the impulse appeal of the gift 
display by the “price step” system—each item plainly 
priced according to the shelf on which it is located. Mer- 
chandise consists of pottery, china figures, glass and 
copper trays and ornaments, crystal pieces, novelties, 
flower holders, figurines, etc. All items on the lowest 
shelf are $2, all on the shelf next $1, above 75 cents, and 
the top shelf 50 cents. The customer who wants to buy 
something but hesitates because of fear of -high cost is 


always gratified by seeing this readily understandable 
fixture, and those who buy from impulse are likewise 
encouraged to make a purchase. Thus, the gift shop 
fixture has the twin advantage of adding another dollar 
or so to most sales made in this section of the store, and 
furnishing a logical point for women who are “‘browsing” 
and feel the urge to buy something bearing the store 
name. Knicknack gift sales to collectors, for use on what- 
nots or gift purposes have doubled in a few months since 
this idea went into effect. 


HAUSMANN'S HAS "STERLING PLEASURE CLUB" 


Cited as one reason why employees of Hausmann, Inc., 
New Orleans, are smilingly content with their jobs is the 
“Sterling Pleasure Club” a social group organized five 
years ago which has now grown to 35 members. 

The club, which meets semi-weekly, is composed of 
every Hausmann employee from elevator pilot to presi- 
dent, and is dedicated solely to social events—no busi- 
ness whatsoever. The group sponsors outings, ball game 
afternoons, golf tournaments, fishing and camping trips, 
and “some night life.” Last year the group was host to 
its own members and employees of other jewelry stores 
at an all-day picnic. Joseph Meade, is president of the 
group, George Wingerter, treasurer, and George Deck- 
bar secretary. Members are now buying a defense bond 
a week to contribute to the prosecution of the war. 


As a suiLp uP for Mother’s Day, May 10, offer a 
prize—a watch or military pin—to the mother your com- 
munity thinks is the typical war mother of today. 











WANTED— 


women, to the better retail trade. 


fications and experience. 
confidence. 





LIVE WIRE RING SALESMAN 


Ring manufacturers, well known nationally, operating successfully 
for almost a half century, require a man to take over an established ter- 
ritory, covered over 20 years consecutively by company executive. 


Acceptable applicant must have thorough knowledge and _ back- 
ground of experience in selling diamond bunch-rings, diamond and 
carved wedding rings, mountings and stone-set rings for men and 


Territory open — New England and part of North Atlantic States. 


Apply by letter, accompanied by recent photograph, detailing quali- 


All negotiations will be held in strictest 


Box A., 1890 
Care JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 
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Parting Gifts ror HIM...FOR HER 


IN THE Barbara Rates TRADITION 


HAND-AIDE 


to her... from him 


For the defense of busy hands. 
Exquisitely tailored manicure 
kit—a fine example of Barbara 
Bates craftsmanship. 


_—— advantage of the urge to 
give useful, beautiful,andlong- 
lasting remembrances. Parting 
gifts appropriate for every leave- 
taking in every month, week, day 
of the year. Display and suggest 
these high quality Barbara Bates 
gifts right now for both men 









$6.50 
RETAIL 


and women! 


DUO AND DUETTE 
for everyone 


A Barbara Bates original your cus- 
tomers will read about in Vogue. 
Eyeglass case deluxe, fitted with 
comb and nail file—to carry in 
purse or pocket. Handsome 


in fine leather or rayon faille. $2.50 
RETAIL 


Cc. J. BATES & SON, CHESTER, CONN. 
NEW YORK OFFICE, 366 FIFTH AVENUE 






HIS 
MANIKIT 
to him... from her 


Beautifully tailored case of fine 
leather holds unbreakable stand- 
up mirror, manicure necessities, 
and comb. Patented and exclu- 
sive design. 











SILVER 


FOR SILVERSMITHS 





FINE SILVER ANODES AND 
GRANULATED SIEVER 999.5++ . 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 





PLATINUM AND THE 
PLATINUM METALS 








The American Platinum Works 
est. CAV) 1075 


REFINERS — MANUFACTURERS 


Newark 


New Jersey 
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Church Designed Service Rings always 
receive popular and enthusiastic ac- 
claim with men in Uncle Sam's Armed 
Forces. Many thousands of mothers, 
sweethearts, brothers fathers and 
friends are remembering the boys in 
the Army and Navy by presenting them 
with this appropriate and patriotic gift. 
Handsomely designed and especially 
attractive these rings are available with 
either the Army or Navy insignia in 
either plain gold, or mounted with Onyx. 


—— jj 
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HOOKING MORE TRAY SALES 
(From page 80) 
sizes, which hold eight per shelf, any of which can be 
slipped out as desired for closer examination. 
Thus, occupying a relatively small amount of square 


| feet in the center of the store, the rack accommodates 
| easily 50 or more trays, or as many as could be shown 
| in the ordinary way in three large wall cases. Even more 
can be accommodated in a pinch by slipping extra hooks 


on the bar, but Mr. Goodman after experiment has found 
that the present spacing is best from all standpoints. 
“We have found it wise to shift our tray inventory 


_ steadily through the rack and back into stock,” Mr. 


Goodman said, “Because many customers with mo- 


ments to spare delight in going over the display, and 
_ examining the patterns and delicate work of the trays 


on view. By changing them continually, much as we 
would handle a window display, we keep the rack con- 
tinualiy of interest, and can count upon encouraging 
whatever sales may be possible.” 

Total cost for the rack, according to Mr. Goodman, 
was approximately $175, against the $300 or $400 which 
such a setup might logically cost if produced by a store- 


fixture manufacturer. Mr. Goodman drew up several 


plans, including modernistic designs, before hitting upon 
that ultimately produced, which by nature of its grace- 
ful design and stained woodwork, harmonizes well with 


| the interior of the store. 


Instantaneous advantages derived from the new fix- 
ture were many. First, it makes display of trays more 
convenient for both the salesman and customer, remov- 
ing much of the “muscle work” required to slide heavy 
trays in and out of display cases, where they were 
formerly stacked on their sides. Customers can now be 
shown a representative selection without actually touch 


| ing a single tray, and a selection can be made by stand- 
_ ing in the center of the rack, and looking either way. The 


novelty of the display strikes many customers who give 


| jewelry displays little or no thought, eliciting more com- 


ment than any other feature of the store except for its 


| recent air conditioning. Sales have grown steadily—and 
| valuable wallcase display space needed for other mer 
_ chandise has been relieved. 


CONVOY SYSTEM STOPS HOLD-UPS 
(From page 64+) 


justified and that the plan did actually work in the 
manner that the Good & Welfare Committee had fore 
seen. The very fact that the crooks may recognize the 
| police officers who are trailing the salesman is one of 
_ the strongest deterrents, because they know that these 
| policemen are tough, quick and resourceful, crack shots 
| and men who don’t hesitate to shoot when necessary. 

The very fact that the thieves know this has caused them 
| to give the salesmen a wide berth since the plan has 
become known. 

The actual operation of the scheme is extremely sim- 
ple. The salesman, upon arrival in Chicago, proceeds 
directly to his hotel, and deposits his goods in the safe. 
He then calls either the office of the Good & Welfare 
Committee or the Police Department, stating his arrival 
| and asking for a convoy and two of the picked officers in 
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plain clothes are immediately sent to him. The sales- 
man picks up his goods and starts out on his calls with 
the policemen trailing a few yards behind him. If he 


is going a distance which makes it necessary to take a 


cab, the police officers follow in another cab immediately 
behind him. 


When the salesman enters the jewelry store, the officers 


wait outside near the door while the traveling jeweler 
does his business and then pick him up and resume the 
escort when he comes out. 

There is no charge or fee to the salesman nor to his 


firm, nor to the Chicago Jewelers Association—it is | 
handled simply as an activity of the Chicago Police De- | 
partment, just as is any of their other duties. Even the | 
presentation of gratuities by the salesmen to the escort- | 


ing officers is forbidden. The only expense of any kind 


is the cab fare in those cases where it is necessarv for | 


the officers to use a taxi. 


Salesmen who were hostile to or standoffish about the | 
idea at its start are keenly enthusiastic today, realizing | 
that the system is a protection not only to their merchan- | 


dise but their lives. In fact, many of them now notify 
the Good & Welfare Committee in advance of their arri- 
val at Chicago, asking to, be met at the railroad station 
and frequently request that the same officers with whom 
they have formed a friendship on previous visits be 
assigned to them. This is done as far-as possible. 


The Police Department, too, is enthusiastic about the | 
idea—a good policeman always prefers, if possible, to | 


prevent a crime if possible before it happens, and the 


system has been found to save the Chicago police time | 


and work in the long run, as well as giving a better 
name to the city in which they take pride. 

The plan is strongly recommended to other communi- 
ties which may be suffering from the same problem as 
formerly troubled Chicago. Francis V. Healy, attorney 
for the committee, states that he will be glad to consult 
with any interested group as to further details. His 
address is 5 S. Wabash Ave., Chicago, III. 


SPARE THOSE NECKTIES 
(From page 43) 


21, with screen and lobby tie-ups obvious. 

So much for widespread promotion. How can your 
store fit in? 

Many selling aids can be obtained from the Father’s 
Day Council, 175 Varick St., New York. Jewelers may 
be especially interested in a five-unit full color set priced 
at $1.75 and consisting of one 15 x 20 in. poster mounted 
on an easel, two 10 x 13 in. display cards mounted on 
cardboard, and two 18 x 8 in. streamers for window or 
other pasting. In addition, blue badges with blue and 
white ribbon can be ordered, one for each salesperson, at 
20 cents each for less than 12, and there are also gift 
stickers, card toppers and wrapping paper, all attrac- 
tively designed by the well-known artist, McClelland 
Barelay. 

Here are some ideas, slanted for jewelers’ use, clipped 
from the Council’s “Grab Bag of Father’s Day Ideas”’: 

Have store-wide Father’s Day activity June 1 to 
Father’s Day. 

Throughout June keep plugging Father’s Day in your 
radio announcements. 
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Old English 


SHEFFIELD DESIGN 


HURRICANE 
a AL a, 







1165H G—Hurricane Candlesticks Rose 
and Scroll pattern. Height overall 
1542". Cranbe Red Globes. Iilus- 


rry 
trated. $17.25 pr. (Keystone) 











Here, for the first time, 
are beautiful, authentically-de- 
signed Old English Hurricane 
Lamps priced within easy 
reach of the average custom- 
er’s budget! 


Every delicate line, every 
graceful curve of these new 
Benedict Hurricane Lamps is 
faithfully reproduced from 
Sheffield originals. And they’re 
finished in famous Bene- 
dict Period Plate—an ex- 
tra-heavy silver plate with 
unusual beauty and wear- 
ing qualities. 





Paden: = ra 4 
1166H G—Hurricane Candlesticks Queen 
Anne pattern with Cranberry Red 
Globes. Illustrated. Height 
15/2"—$17.75 pr. (Keystone) 


overall 


Don’t wait. Send your 
order today for the pieces 
shown in this advertise- 
ment. Cash in on these 
proved selling-items in this 
new price field. The metal 
shortages definitely limit 
the supply of these lamps. 
so act now! 


Illustrations and descriptions 

of our complete line of 

Hurricane Lamps sent on 
request. 










1168HG — Hurricane 2-light Candelabra 
Queen Anne pattern. With Cranberry Red 
Globes. Illustrated—$42.00 pr. (Keystone) 


BENEDICT MFG. CO. 






EAST SYRACUSE 
NEW YORK 
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OLD GOLD 


filled and plated scraps, 
silver, platinum, etc. is 


‘JUST LIKE MONEY. 


When you ship to Dee & Co. 
it is like doing business over 
the counter. We put a value 
on your lot and send you a 
check at once. 


YOUR LOT IS HELD 
INTACT 


That is for your protection 
and should you so request, 
it is returned prepaid. 


DEE CHECKS SATISFY 


DEE & CO. 


lFreciouds 
LHICAGD 


EW 41N NST 





Humanize your promotions by showing photos of real 
fathers and sons and daughters of your town. 

Pick typical father of your city and give prizes. 

Ask all Rotary, American Legion, Elks and other 
groups to choose their most popular father and give gifts, 

Reward every man who becomes a father during 
lather’s Week. Double the award for twins. 

Answer phone calls thus: ‘Jones’ Jewelry Store. Re- 
member Dad on Father’s Day.” 

Wire or telephone the families about Dad gift specials 
or unusual suggestions. 

Have salesmen remind people June 21 is Father's 
Day. Begin May 25. 

Use the newspaper advertising services on Father’s 
Day, available to you through your local newspaper. 

Sponsor an essay contest, ““What My Father means to 
Me,” for instance. 

Give a prize to the father with most sons in Service. 


"SCHOOL SPIRIT’ ADS FOR GRADUATION 
(rom page 49) 
most. However, since there were 11 advertisements in 
the series and since there were no duplications among 
the gift suggestions, a total of 55 different articles was 
sketched. 

Generally, each advertisement pictured two or three 
gift suggestions for boy graduates and two or three for 
the fair sex. There was a wide range in retail prices, so 
that every set of parents, every aunt or uncle could find 
something attractive within their means to purchase. 

For instance, pictured and described as gift sugges- 
tions for boys were belt buckles and billfolds at $3.50, 
and silver key chains at $3.85. Other ideas included a 
jewelry accessories set at $5.85, lighters at $7.50, a gold 
tie clip at $20, watches from $24.75 to $65 and rings 
ranging from a $14.50 tiger’s eye to a $150 one mount- 
ing a diamond in yellow gold. 

Inexpensive gifts pictured and described for girl grad- 
uates numbered a crystal perfume bottle at $1, a tur- 
quoise bracelet at $2, a vanity case at the same modest 
price, a mirror at $3.95 and a silver pin at $5. Also ap- 
pearing in various ads were a baroque pearl necklace at 
$6.45, a two-tone gold bracelet at $16.50, watches priced 
from $29.75 to $110, and rings ranging from $20 to the 
$175 bracket. 

Said Wilson Crook, of the Crook Advertising Agency, 
who prepared the copy: 

“Of course, there were illustrations and copy concern- 
ing the merchandise included in the ads, but this was 
more of an incidental character. It was our idea to get 
away from the regular stereotyped merchandising copy 
in this series; the ads were written as a tribute to the 
institutions and the honors won by their students.” 

What surprised both store and advertising agency was 
the powerful cumulative effect. Due to the rivalry among 
the high schools, students of each institution were anx- 
ious to see what would be said about the other schools’ 
achievements. In this manner, interest was maintained 
and in fact grew steadily throughout the campaign. 

“There was no keying of the copy to ascertain an ac- 
curate check on results,” said Lee Pandres, Linz ad- 
vertising manager. “However, as a result of this series, 
the sale of gifts for graduates was much larger than ever 
before.” 
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Are you Constaering 


GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 





country, and because of our specialization usually make the oumieen ane 

highest bid. For further facts about us, consult the Jeweler’s shes shoald be esnces 
Board of Trade or your local bank. And to give you some ed into cash? Ship it 
idea of the calibre of stocks we have purchased, here are * to us. Within 24 hours, 


our check goes out to 
you as an offer, your 
stock held intact awatt- 


The jewelry stocks purchased by us in 


1941— ing your acceptance. If 
unsatisfactory, your 

Udall & Ballou, New York City, $890,000. J. Brock, Elberton, merchandise shipped 

Ga., $10,000. Henry Gordon, Lynn, Mass., $5,500. John back to you at once! 








Watty, Miami Beach, Fla., $22,000. J. B. Frontis, Clinton, 
S. C., $15,000. M. Levi, Jacksonville, Fla., $32,000, and 
others whose names we cannot disclose. 





WRITE! WIRE! PHONE! ordon 
We'll call on you at our expense. roth ers 


and of course keep your com- 
munications confidential. Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 


























CLOCKS OF QUALITY 


The models illustrated represent selected designs on which production is now limited 
due to war emergency. Under existing conditions your wholesaler will make every effort 
to furnish these clocks. Delays are unavoidable. 













No. 424W 


No. 435W Size 5%” x 4%”. 4” square dial. Plastic 
Size 8” x 514” 4” een molded case. Colors: ivory, white, red. 
; a raisec nu- or mottled brown. Self-starting electric No. 390W 
meral dial. Genuine walnut case. time movement. Size 7%” x 4”. 4%” x 3” oblong 
Self-starting electric time move- dial with two-tone numerals. Gen- 








uine walnut case in modern style. 
Self-starting electric time movement. 




















YOUR WHOLESALER 
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olden-hued Dir ilyte 


goes to war... 


The metals needed in Dirilyte are 
needed more for war. The makers of 
Dirilyte have gladly cut their out- 

put so that these vital metals may 

serve our country. Meanwhile, we 

find that the public is saying: “If 

we can’t buy Dirilyte today, we'll fy 
be glad to wait for it!” SP 


Empress y A. 
pattern ; a Regal pattern 


\ post-war Dirilyte clientele is al- 
ready growing to impressive propor- 
tions. It’s an alert, up-and-com- 
ing clientele whose business you'll 
want. Be sure to get your share of 
it! Many requests are reaching us 
for our booklet, “The Romance of 
Dirilyte’—from people eager to learn 
more about this brilliantly beautiful 
flatware and hollowware, and to 
plan their future purchases. Why 
not begin to build your postwar 
Dirilyte business by becoming com- 
pletely familiar with this attractive 
ware? Full information will be sent 
you without charge—just write to: 


AMERICAN ART ALLOYS. INC. * KOKOMO, IND. 





Ao 
e RING 


Rake in the profits 
with this Kingfisher 
pin of solid rhine- 
stones and ROCK 
JEWELS. Write for 
sample of this $7.00 
retailer today! 


(No. 3273, illustrated 
slightly smaller than 


The Patriotic Pin 
with the PERSONAL touch! 
To pein at $l 


: Price $13.50 per LSet Keilor 
, Also in Sterling, Price $30.00—Keystone 


% Immediate deliveries trom 
“VOXALL: oS OR RARATION 














SERIOUSLY SPEAKING 





As we are having increasing difficulty 
in securing materials of our usual high 
standard of quality, the RUECKERT 
MANUFACTURING COMPANY re- 
quests that our Jewelry Trade custom- 
ers place their orders promptly to cover 
their future requirements for Ring 
Cases, Sample Trays and other stock 


items that we now have available. 





RUECKERT MANUFACTURING CO. 


69 Sprague St. Providence, R. I. 
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HOW MAY R.G.P. ON STERLING BASE BE MARKED? 
By BYRON L. SHINN, 


Counsel for the Jewelers Vigilance Committee, Inc. 


i use of sterling in place of copper as a base for 
gold filled and rolled gold plate has prompted many 
inquiries from manufacturers, the principal one being- 
How should articles made from such materials be 
marked? 

The answer is——They can be marked in any one of 
three ways. 

Assuming a manufacturer is using 1/20 10 karat stock 
made with a sterling base, he may, in accordance with 
the provisions of Commercial Standard CS51-35, mark 
his product as a combination of sterling and karat gold: 
“Sterling + 1/20 10K.” 

Should he desire to emphasize the fact that he makes 
his goods from rolled gold plate material, he may mark 
them simply as plated, under Commercial Standard 
('S47-34, thus: “1/20 10K Gold Filled.” 

If he wants to indicate that the base metal is sterling, 
he may add the description of the base metal and stamp 
his goods: “1/20 10K Gold Filled on Sterling.” 

Two important factors should be borne in mind in 
applying the above—(1) if the article is marked as a 
combination of sterling and- karat gold, the term ‘“‘ster- 
ling’ must in all instances precede the fraction and the 
karat designation in the mark used, since the gold con 
tent is less than 50 per cent by weight of all the metal 
contained in the article; (2) and if the article is marked 
as plate, the mark must include the term “gold filled” to 
show it is plated and thus comply with the provisions of 
the National Stamping Law. 

Where the gold content is less than 1/20 of the weight 
of the entire article, the combination mark cannot be 
used and neither can the term “gold filled.” Such articles, 
however, can be marked, as for example, “1/40 10K 
Rolled Gold Plate” or “1/40 10K Rolled Gold Plate on 
Sterling,’ in conformity with Commercial Standard 
(S47-34. 

Articles made of rolled gold plate material with a base 
of coin silver may be marked as plate, either with the 
simple designation “1/20 10K Gold Filled” or “1/40 
10K Rolled Gold Plate,’ or with the amplified mark 
“1/20 10K Gold Filled on Coin Silver’ or “1/40 10K 
Rolled Gold Plate on Coin Silver.” 

Plated stocks have been produced with an alloyed 
silver base of less than 900/1000ths fine silver. The 
only type of marking which can properly be applied to 
such products is to simply mark them as plated, in con 
formity with Commercial Standard CS47-34, and include 
no description of the base metal used, since silver alloys 
of less than 900 fine are not considered precious metals. 

The term “all precious metal” should not be applied 
as a mark as it conveys no definite understanding to the 
ultimate buyer as to the respective proportions of silver 
and karat gold which an article contains, and thus de- 
feats the fundamental purpose sought by Commercial 
Standards, namely, the setting up of a system of mark- 
ing which will acquaint the consuming public with the 
character of articles which they purchase. 

The accuracy of the mark employed for goods of this 
character is proven or disproven by the same method of 
test applied to ordinary rolled gold plate. Assay should 
show the requisite fine gold and fine silver content to 
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6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 


A696—17 Jewel ..... $35.75 


Shown above are 
retail prices. 
prices .are A692 — $25.10; 
A690 — $24.30: 
$25.10; A698—$24.30. 


suggested 
Your Keystone 


A696 — 





Below 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 
A692—17 Jewel.... $35.75 


Left 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 
A690—17 Jewel..... $33.75 





6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 


A698—17 Jewel ..... $33.75 


Send for the 1942 W&C 
Catalogue 


Weksler & Goodman. Ine. 


Pit isatiiiiia: 


of Kevstone. St ir. 


Belove. and 


I.D. Watch Cases 


5 South 


Wahash Ave. 


w 


Chicago 


Illinois 























FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 





Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET, 
BROOKLYN, N. Y. NEW YORK CITY 









































EADY CASH«: 





_ a way to get faster inventory 
turn-over. Send us all your odds and 
ends in silver, diamonds and jewelry. We 
have a ready market for practically every 
one of these items. Being one of the larg- 
est dealers of used silver in the world we 
can pay you high prices for solid silver, 
flat and hollow ware, active and obsolete, 
new and used. We will mail you our check 
same day shipment is received. Your goods 
are held intact, awaiting your decision. 
Shéuld you want shipment returned, we 
instire it and pay transportation charges. 
You may be certain of our prompt atten- 
tion always. : 


JULIUS GOODMAN JOSEPH A. GOODMAN 


Julius GQODMAN s son 


77 MADISON AVE. @ MEMPHIS. TENN. 


We have been established 78 years. We cooperate 
with jewelers wishing obsolete and inactive patterns. 





















A few of our wide and varied line of 


STERLING SILVER EARBUTTONS 







#6041 Swirl handsomely chased and backed...... 6.75 dz. prs. 
#7051 Birdwing with center of emerald or topaz 

ST OIE vrevan vip eaieloscneseudsses roan. 12.00 dz. prs. 
#7053 Starfish with center of emerald or topaz 

NINE OND gisin'oG 0 i 5 Ses hia alain os Rain Free eb satel 21.00 dz. prs. |: 
#7052 Bird on blossoming twig with center of J 

emerald or topaz on silver ball............ 21.00 dz. prs. 






All in solid hand-wrought sterling, with simulated stones. 


Literature on request. 





All prices quotcd are wholesale. 


CHINA OVERSEAS, INC. | 
225 FIFTH AVENUE NEW YORK, N.Y. [i 





















* . lie ices 
BELLEVUE 
e “One of the Few 


Famous Hotels in 


? AMERICA, 





* 
* 
* 
THIUNGUNCES. «FOR THE NEW SEASON 
* . .. hundreds of rooms and baths modernized 
+ ...abeautiful, new, completely air-conditioned 
Coffee Shop—seating 400, open from early 
* breakfast to late supper, featuring finest food, 
modern service at really popular prices. Other 
* air-conditioned restaurants. Unsurpassed facil- 
ities for comfort and the enjoyment of true 
* Philadelphia hospitality. Reasonable rates. 





BELLEVUE-STRATFORD / 


IN PHILADELPHIA 











CLAUDE H. BENNETT, General Manager 
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justify the quality claimed. 

Advertising should in general follow the same prin- 
ciples outlined for the marking of articles made of ster- 
ling and karat gold, as the Federal Trade Commission 
has ruled that language which is confusing or misleading 
when used as a stamp or brand upon an article, is equally 
to be condemned when used in magazines, periodicals or 


newspaper copy. 





Compiled 


Resale Price Maintenance by Means of Fair Trade Laws. 
and published by the American Fair Trade Council, New York. 
36 pages and cover, puper bound, $1. 


ECAUSE of the very keen interest throughout the 

jewelry industry in the subject of Fair Trade laws 
and contracts this simple yet complete presentation of 
the subject should meet with a cordial welcome among 
jewelers. 

Starting with a general discussion of the theory and 
principles of fair trade legislation together with a state- 
ment of the arguments for and against it, the treatise 
includes a complete and convenient tabulation by states 
of the salient features of the fair trade laws of each, a 
summary of the important court decisions on various 
aspects of the fair trade laws with the information 
classified by topics, such as constitutionality, enforce- 
ment obligations, defenses, etc., for quick and easy refer- 
ence. It concludes with another listing of the same 
decisions in which they are grouped by states and in 
chronological order. 

For the man who wants a brief but complete picture of 
what’s what in Fair Trade today this little volume should 


be highly useful. 


REVOLVING DISPLAY FOR COSTUME ITEMS 


Hard-to-show costume jewelry items which usually 
require a large amount of counter space, are compactly 
displayed at Silver’s in Memphis, Tenn., by means of 
two clever revolving fixtures at one end of the jewelry 
counter. 

The fixtures are octagonal cardboard drums, of heavy 
corrugated board three feet high by two feet in diameter. 
Each revolves on a one-inch pipe firmly affixed to the 
counter top. The light, durable drums are covered with 
washable paper easy to replace when soiled, and can 
accommodate 96 costume jewelry items in a space of 
about 3 x 8 ft. 

On each of the eight flat sides, twelve small brass 
hooks are screwed, four inches apart in a vertical row. 
Hung on these are such items as pearls, novelty clips, 
charm bracelets, buckles, lapel pins, brooches, etc. To 
see the full choice in each classification, a customer need 
only stand still and revolve the drum. Since two fixtures 
were built in late 1941, they have substantially increased 
sales not only because customers do not have to walk 
up and down the counter but because the larger choice 
exhibited—192 in all—encourages buying more units. 
Washable paper is wiped with a damp cloth regularly 
each day in order to keep the display always attractive. 
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-T0 BOOST 
FUTURE PROFITS! 


Right now is the time to make definite 
plans, take definite steps to boost future 
earnings and profits. Install a new 
ZOURI Store Front! It’s a sound invest- 
ment that attracts attention, pulls people 
in, builds business in any location. And 
it will safeguard your competitive posi- 
tion for many years to come. Learn ail 
about the many ZOURI features — such 
as rustless metal sash with its safe, se- 
cure cushion grip on show window glass. 


Ae Now! 


—while most Zouri dealers 
still have ample stocks on 
hand. Send coupon belowl 






































| STORE 
FRONTS 


a) a AA 


WRITE FOR STORE FRONT BOOKLET 











| Zouri Store Fronts, Niles, Michigan 

| Rush my copy of the new illustrated booklet on Zouri Store —- | 

| NAME ; MGs id nnn | 

' ADDRESS eats aE err aed Bad | 
= Me eee eee STATE 
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Style Promotions 
Will Stimulate 
Gift Sales 


By VINCENT S. LIPPE, JR. 


A most unusual value in a vanity ensemble is 
this swirled crystal unit which includes two 20" 
lamps complete with shades, picture frame, 
tray and three-piece bottle set, quoted at $9.75 
wholesale for the ensemble. Catalog on other 
new lines is offered by Edw. P. Paul & Co., 
Inc., 1133 Broadway, New York. 



































NE of the most satisfying and dynamic methods of 
calling customer attention to your giftwares sec- 








tion is a carefully planned style promotion, correctly 
keyed to the popular trend or mode of the moment. Con- 








trary to the general impression, such a campaign does not 






























involve a large investment. 






Your sources of information concerning style innova- Product of the century-old Vista Alegre por- 
tions and established trends are easily found among a celain works in Portugal, this 14-piece individ- 


variety of consumer magazines such as House Beautiful, ual breakfast set features a blue and pink floral 
ee r . : : ; design and a mat gold line. Immediate de- 
Town & Country, Good Housekeeping, etc., as well as livery from stock to retail at $15 per set. Lit- 


most of the leading fashion periodicals in the class of erature is also available on other lines from 
Mademoiselle. The majority of these informative publi Charles Holl, Inc., 3 E. 40th St, New York. 
cations allot many pages to illustrations of the foremost 
developments in home furnishings. Wholesale sources 
for all decorative accessories pictured in these striking 
interiors will be furnished by these publications, which 
also supply free “blowups” of the illustrations in natural 
colors to background your promotion. 

The selection of proper merchandise for a popular 
style promotion should not be too difficult a matter. “Fed- 
eral American,’ “Regency” and “Pennsylvania Dutch” 
have all occupied the fashion spotlight within the past 
year. If “Federal American” should be selected as the 
most timely promotion, it would be wise to devote an 


Salt and pepper 
shakers of tradi- 
tional hurricane 
shape in richly cut 
crystal have sterling 
silver bases with a 
gadroon border. 
Retail price, $6 per 
pair. Brochure sent 
on request by 
Fanny Morse, 225 
Fifth Ave., N. Y 


Gracefully executed Colonial figures in com- 
position material are decorated in the popu- 
lar colors of the I8th century period. The 
treatment on the lady's skirt is remarkable for 
its resemblance to changeable taffeta. 12" 
high and available for immediate delivery to 
retail at $10 per pair. Shown by Rubel & Fen- 
ton, 225 5th Ave., New York. 
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Twisted crystal frame with glass back and felt 
easel is available in one size only, 8" x 10". Ex- 
ceptionally low priced at $7.50 retail. Lenart 
Import, Ltd., 550 Fifth Ave., New York. 














Illustrative of the excellent sculptural quality found 
in English Beswick ware are these pieces imported 
by H. M. Snelwar, 303 4th Ave., New York. The 
dogs retail at $10 per set and the horseman at $15. 
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entire window to a display of correlated merchandise 
carrying out that single theme. Dinnerware, silver, crys- 
tal, wood and china fancy goods, designed in a similar or 
identical Federal motif, may all be obtained in the vari 
ous gift marts. 

It is not necessary to augment your window display 
with an extensive stock of the same merchandise within 
the store. Create your first visual effect with dramatic 
quality merchandise in your most prominent window but 
devote most of the style promotion appropriation to 
smaller accessories along the same theme, which you 
know will sell quickly. 

A prominent table within the store should present 
these medium-priced accessories together with large 
consumer magazine counter cards, which will serve to 
emphasize the established popularity of the new style. 
No single approach has more universal appeal to a wo- 
man of fashion than the knowledge that her recent pos 
sessions are endorsed by acknowledged authorities in the 
style world. If her home decor achieves new eclat 
through purchases at your store, it is only natural for 
a customer to return for future guidance in the selec 
tion of gifts for friends and decorative accessories for 
herself. It is an extremely vital matter that a jeweler 
should formulate a policy of consistent style promotions 
as the most direct route to an enviable status in his com 


munity. 


The "Personal Estate 
Record" provides an 
index of facts pertain- 
ing to an estate. In 
imitation or leather 
bindings and retailing 
from $2.25 to $7.50, 
the pages simplify the 
recording of life insur- 
ance. Social Security, 
bonds and stocks, etc. 
New catalog will be 
sent by Nascon At-A- 
Glance Products, 60 E. 
42nd St., New York. 
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This well-executed 
bas relief plaque of 
General MacArthur 
is 7" x 714" and 
comes complete 
with two hooks. 
Handsomely finished 
in antique’ bronze 
gold, it is available 
for immediate de- 
livery, packed 6 to 
@ carton, at a 
wholesale price of 
$6 per dozen. Cata- 
log of other items 
available from A. 
Simkins & Co., 455 
W. 45th St.. New 
York. 











These attractive wall tiles, hand-painted in 
vivid colors, are framed in gray pickled pine 
finish with blue trim. Three styles are in stock 
at $3.50 retail each. Literature available on 
other items from Decorative Crafts, 225 5th 
Ave., New York. 
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COLORS 


(Table Arrangement Kit) 


What miracles of smart table decor lie concealed in 


Black White Ivory 
Wine Beige Gray 


those four simple squares, the circle and rectangle! You 
sell TAK (at around $7.50, packaged) .. . and also lots 


- of the merchandise TAK is displayed with. One of 1942’s 


Tiles 6” Square 
Circle 16” diameter 
Rectangle 12” x 18” 


* A product of the Pittsburgh Plate Glass Ce. 


pode ROSE BRIAR 


Many patterns of Spode have been 


sold continuously for over 150 years. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 


big merchandising opportunities . . . exclusive with us, on 
display only in our own show-rooms. 


H.H.TURCHIN CO. 


230 Fifth Ave. New York 


BESWICK WARE from ENGLAND 


Write for catalog illustrating over 100 beautiful and unusual pieces. 


H. M. SNELWAR, Exclusive Importer’ 
303 Fourth Ave. Or. 4-3395 New York 


Sales Representatives 
S. WHITE & CO. M. M. MARKS THE NEWCOMBS 
225 Fifth Ave. Merchandise Mart 712 S. Olive St. ~ 
New York City Chicago, 111. Los Angeles 
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. at 225 Fifth Ave., New York. 

Lenart Import Ltd. announces that, effective May 1, 
the firm will occupy Room 541 at “225,” which was 
formerly the location of Alice Schaeffer. Miss Schaeffer 
has discontinued operation under her own name to join 
the Lenart organization as active manager of their new 
showroom. Lenart’s exclusive decorative accessories will 
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henceforth be displayed, in conjunction with Miss 
Schaeffer’s leading lines, at both the uptown showroom, 
550 Fifth Ave., and the new location in the Gift & Art 
Center. .. . Cathay Crafts’ extensive new line of sterling 
silver jewelry is most unusual in both craftsmanship 
and design treatment . . . and Sun Glo Studios have just 
received the nucleus of what promises to be exciting 
mechandise. Fine walnut and mahogany are mounted 
with Bruce Fox sterling silver designs to form wall 
plaques, trays, card boxes, cigarette units, etc . . . The 
trade is concerned over the ill health of Norman Preston, 
the popular advertising agent . . . Jack Orenstein of 
Everlast has left for the West Coast to return in about 
two months . . . “225” hasn’t been quite the same since 
Pauline Menkin went “retail” to join the staff of Design 
for Living. C’mon back, Lina! ... The Grindley ceramic 
milk pitcher glorifying “Elsie, The Borden Cow,” is 
proving a sensational promotion, according to “Honey” 
Aberli, who states that the factory is straining mightily 
to meet production requirements ... Bill Tarter is ex- 
pected back momentarily from Miami—fit as a fiddle 
and ready for La Mirada .. . Watch the Claude Sperling 
showroom early in June for the appearance of a startling 
newline... Erratum! . .. the cost of the 8-day clock 
from Semca Co., 160 Fifth Ave., New York, was incor- 
rectly listed on page 102 of the March issue. The retail 
price is approximately $15. 





The opening of a dramatic new showroom by H. H. Turchin Co., 
230 Fifth Ave., New York, was a gala occasion for the initial ap- 
pearance of Mr. Turchin's latest creations in Pittsburgh Plate Glass. 
Two illustrated highlights of the new decorative line are the table 
arrangement kit (TAK) in Pittsburgh's Carrara Glass and the 
ultra-fashionable black qlass mirrors in decorative modern and 
period frames. 
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A GIFT 
for Evcry 


OCCASION 


Designed for recording important dates, such as birthdays, 
anniversaries, etc. "Dates To Be Remembered" which is in- 
dexed by month for quick reference, also includes listings of 
the birth gems and flowers for each month, legal and public 
holidays, anniversary gifts and a section for recording cards 
and gifts received and sent. Retailing at $1.25, $2.50, and 
$5.50 in natural fabric, imitation leather and fine genuine 
leather bindings, "Dates To Be Remembered" is but one of the 
many popular Nascon numbers now available for immediate 
delivery. Write today for illustrated catalog. 


NASCON AT-A-GLANCE PRODUCTS - 60 EAST 42nd ST., NEW YORK, N. Y. 











ROMANTIC BAROQUE ... 
by SIMKINS 


These exquisite reproductions of classic antique wall 
plaques are only two of the dramatic highlights from our 
extensive and unique line of composition creations. Approxi- 
mately 23” high, they are available in chalk white, antique 
rose, blue or turquoise at $9 per pair and in a lustrous 
antique gold finish at $11 per pair wholesale. 


Write for illustrated catalog 


A. SIMKINS & CO., Inc. 
455 West 45th St. New York, N. Y. 
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End Copper-Base 


Manufacturers Can Use Up 
Plated Stocks Till May 15; 
Silver Dealers Rationing 


With production of low-priced 
metal jewelry virtually halted by a 
long list of metal restrictions, the in- 
dustry was fast approaching a strict 
dictionary definition of a jeweler: 
i.e., “one who works or deals in 


precious metals.” 

For, in spite of reports to the con- 
trary, manufacturers can still make and 
use karat golds that contain less than 


50 per cent copper; thus gold of all - 


karats including 10 karat is still being 
made, except certain high copper content 
red and pink alloys. 

They can still make and use sterling 
silver without Governmental restriction. 

They can still make and use platinum 
without restriction, save for alloying it 
with its sister metals, iridium or rho- 
dium. 

But, for the low-priced jewelry man- 
ufacturers, it was a so-called “easing” 
order that indicated a black future, un- 
less they could shift over to silver and 
gold-plated silver, or else convert to War 
goods production. 

A Government order issued last Oc- 
tober banned the use of copper and of 
alloys predominantly made of copper for 
jewelry after the first of this year, but 
in December an amendment was issued al- 
lowing the use during the first quarter of 
1942 of 50 per cent of the amount used in 
the last quarter of 1940. Rather con- 
fidently expected was further relief, so 
that the industry could continue to oper- 
ate as before but at a restricted pace. 


3000 Workers Laid Off 


But April 1 arrived with no relief and 
manufacturers, forced to halt the use of 
the red metal in brass and brass-base 
jewelry, slashed operations with such 
severity that in Providence alone 3,000 
jewelry workers lost their jobs in the 
first three days the ban was in effect. 


One of the larger Providence firms éut: 


its staff from about 700 to nearly 200. 
Then on April 4 came the anticipated 
order, but it allowed only that manufac- 
turers could finish processing “contam- 
inated” inventory consisting of copper 
alloys which had been plated or alloyed 
with gold or silver to April 1. Man- 
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ufacturers having a larger inventory of 
this type of material than they could use 
by the May 15 deadline were permitted 
to sell the unneeded portion to other 
jewelry manufacturers. No copper was 
to be used by the industry (except in 
gold and silver alloys) after May 15. 

There was no doubt that the relief was 
far below expectation. Makers of low- 
priced articles had little or none of the 
affected material on hand (some didn’t 
use it) and those who were so fortunate 
to possess the stock would very easily be 
able to consume all of it before the dead- 
line. Consequently, the order failed to 
check the job slump: as a matter of fact, 
more employees felt the ax, for those 
firms which had delayed cuts pending 
receipt of the order proceeded to slash 
on learning of its contents. 


White Metal Under Ban 


The ban on metals had grown into an 
impressive list, including copper, alu- 
minum, chromium, tin, lead, nickel, irid- 
ium and rhodium. In the case of the 
latter, plating was first outlawed, then 
its use in alloys for jewelry. Effective 
May 1, the ban on tin was to be totally 
effective, though during April manufac- 
turers were allowed to use 3 per cent 
of the total they used during 1941, and 
consequently for white metal jewelry em- 
ployed more lead and less tin. Those 
who turned to tin when copper was re- 
stricted last October were hemmed in 
when limited as to the use of white metal. 
Finally, lead was placed on the pro- 
hibited list for jewelry, novelties and 
trophies. 

As for substitutes in the low-priced 
field, many manufacturers claim that for 
the most part the picture is over-stressed. 
Plastics, it is said, are tough to get, other 
materials such as wood entail higher 
labor costs and despite “color” stories to 


the contrary, shells, macaroni, spaghetti, . 


etc., still occupy a very minor position. 
Silver in sterling, coin and lesser fine- 
nesses has been by far the most prom- 
inent, with many firms switching over to 
it, but there are many who fear that 
trouble is also possible in that corner. 
However, it is mentioned that stocks 
of low-priced jewelry are of large pro- 
portions, possibly of record size. Man- 
ufacturers report that inventory-building 
has been in process for some time and at 
the present there is a noticeable influx 
of buyers into Providence, many of them 
centering their attention on silver ar- 
ticles. Certain manufacturers who dread 
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a total ban on jewelry production de- 
clared that even then the public would 
not feel a shortage for many months. 

Copper stocks on hand, including 
brass, bronze, findings and partly man- 
ufactured articles not “contaminated” 
with gold or silver were frozen and can 
be sold only to fill orders carrying a high 
preference rating or to an RFC organ- 
ization. 

Less affected than the low-priced jew- 
elry makers were the manufacturers of 
precious jewelry. As previously stated, 
after April 1 they are prohibited from 
using gold alloys containing 50 per cent 
or more copper, but this eliminates only 
certain red and pink gold alloys. April 1 
was also the deadline for the use of any 
nickel at all in jewelry, when stocks of 
nickel alloys, nickel scrap and white gold 
containing nickel in any form, except 
completed articles, were frozen in the 
possession of manufacturing jewelers, 
refiners and dealers. A_ special white 
gold committee of the Jewelers Vigilance 
Committee has appealed for the release 
of nickel alloys, and has been encouraged 
to believe that manufacturers will be 
permitted to use up such stocks, though 
no official ruling to this effect has been 
received. 

Under the copper ban, production of 
plated silver for civilian use halted 
March 31. 


Silver Rationing Announced 


Last big metal news of the month was 
Handy & Harman’s announcement on 
April 28 of the immediate rationing of 
silver to its customers “on an equitable 
basis.” Reason was greatly increased de- 
mand from the arts and industries, to- 
gether with diminished importation of 
foreign silver (newly mined domestic sil- 
ver does not figure in the market because 
the law still requires the Treasury to 
buy it at the subsidy price of 7lc. an 
ounce). 

Customers were told to return all 
scrap and, if they had considerable sup- 
plies on order—circles, sheets, wire, etc. 
—were invited to specify which order 
they would prefer for first delivery. 


New York Hits Wholesole Rackets 


Only Gov. Lehman’s signature was 
needed to make law a Trade Diversion 
measure passed by the Assembly the last 
day of the New York State’s legislative 
session. 
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Manufacturing Jewelers’ Drive for War Contracts 
Busies Tool Rooms; Assembly Work Also Sought 


Jewelry workers in New York, 
Newark and the Providence-Attleboro 
area are now “men behind the men be- 
hind the guns,” as the drive for conver- 
sion to War production gathers momen- 
tum. 

In New York, the Jewelers War Pro- 
duction Committee, headed by Jacob 
Mehrlust whose platinum jewelry manu- 
facturing shop has been 100 per cent 
converted to specialized surgical instru- 
ments, has opened headquarters in the 
24 Karat Club rooms at 608 Fifth Ave. 
In charge there as field secretary for the 
New York area is Henry L. Sperling, 
“loaned” for the duration by the Jewelry 
Crafts Association, which Mr. Sperling 
continues to serve as executive secretary. 


Besides energetically exploring what 
tools and parts jewelry manufacturers 
can make for eventual Army, Navy and 
Marine Corps use, and how best to ob- 
tain contracts, Mr. Mehrlust’s committee 
has urged jewelry manufacturers in all 
parts of the country to list their me- 
chanical and labor facilities, for sub- 
mittance to the nearest War Production 
Board’s Contract Distribution office or 
the nearest JWPC member. 


Some 175 facilities records from 
jewelry manufacturers in the New York 
area alone have been received and for- 
warded to the WPB’s New York direc- 
tors. Where manufacturers filed equip- 
ment but not labor data, the committee 
is rechecking for an itemization of work- 
ers’ skills. Already, 90 per cent of the 
productive facilities in the precious 
jewelry industry whose equipment is 
adequate enough for subcontracting War 
work are either partly or in a few cases 
fully engaged in military production. 

Names and production details cannot 
be stated, but here are samples of jewel- 
ry plants’ partial or total conversion to 
War work, in the New York area: 

Shop A—Besides fine jewelry and 
watch cases, now makes quartz oscil- 
lators for radio use by Army mobile 
units. Thirty workers are engaged in 
the latter work, which will be expanded 
as rapidly as possible. Another shop 
owned by the same firm specializes in 
jigs, dies, ete. 

Shop B—The machine shop of a ring 
manufacturer makes part of the breech 
mechanism for the Hotchkiss gun. 

Shop C—A precious jewelry manufac- 
turing. plant makes dies for the same 
gun. 


Shop b—Another maker of fine 
jewelry produces tools for the Navy air 
arm’s famous bombsight. 

Shop E—Another maker of fine jewel- 
ry is at work on bombsight and signal 
corps equipment. 

Shop F—This jewelry manufacturer 
makes bombsight tools and stainless steel 
surgical instruments. 

Every tool department will soon be 
operating at 100 per cent capacity for 
the War effort, as additional manufac- 
turers sacrifice part of their profits in 
the making of jewelry to produce War 
supplies, to help save their personal, 
their business and their country’s future. 
And if centrifugal casting devices, sam- 
ples from which have been shown a 
bombsight manufacturer, can be used for 
producing a multitude of small parts, as 
the JWPC hopes, the vast majority of 
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precious jewelry workers who are not 
engaged in the toolmaking craft can be 
geared into the War effort. 

Besides the Norden Co., some of whose 
engineers are enthusiastic at the savings 
which can be accomplished through cen- 
trifugal casting, Field Secretary Sper- 
ling is particularly optimistic for sub- 
contracts from a Syracuse manufacturer 
of gages and for sub-contracting screw 
machine work from the General Electric 
Co. Mr. Sperling is continuing the per- 
sonal solicitation of 28 other prime-con- 
tractors, whom he has already inter- 
viewed, and has sent samples and facil- 
ities records to a number of other major 
producers. 


Newark Jewelry Makers Form Pool 


In Newark, between 40 and 45 jewelry 
manufacturers last month joined the 
Newark Jewelry Manufacturers War 
Production Pool, organized at _ the 
Newark WPB offices by a committee 
named at an earlier meeting of manu- 
facturers and consisting of Leonard 
Shiman of Shiman Mfg. Co., Inc., Robert 
Krementz of Krementz & Co., C. H. 
Church of Church & Co., Maurice Spain 
of Larter & Co., and Henry Rufeisen 
of Henry Rufeisen Mfg. Co. 

Thus grouped together for maximum 
efficiency in landing and getting out War 
contracts and sub-contracts are the facil- 
ities of every jewelry manufacturer in 
Newark and several located elsewhere in 
New Jersey, as well as the specialized 
skills of 2500 workers. Shiman Mfg. Co. 
was named as the prime contractor for 
the pool. 

Volunteering as JWPC field secretary 
in the Newark area, Leonard Shiman in- 
dexed the local industry’s facilities and 
man-power and received such coopera- 
tion from the WPB, large prime con- 
tractors and the jewelry manufacturers 
that hardly a day passed without sub- 
stantial War work being placed; it was 
this initial success that prompted form- 
ing the Newark pool. 

Seeking large jobs for the whole in- 
dustry, the Newark group contacted 
among others Harry Sparkes, who is 
surveying the instrument industry for 
the Government, and who now has facil- 
ity records of jewelry plants in Newark, 
Providence and New York. 

As in New York, the Newark group 
has found it relatively simple to load 
jewelers’ tool rooms with War work, but 
since only 12 of the 44 Newark plants 
have tool rooms the problem is to use 
assembly facilities. “Only recently we 
managed to secure one or two assembly 
jobs,” Mr. Shiman reported, “and we feel 
that we are well on our way to success. 
As the work of the JWPC becomes bet- 
ter known to industry in general and 
confidence in our committee grows in 
proportion to that knowledge, we feel 
that our ability to secure work will be 
easier.” 


New England Pushes War Drive 


In the Providence-Attleboro-North 
Attleboro area there is a concerted drive 
for conversion to War work, for many 
believe that there lies their only salva- 
tion. Defense orders to makers of low- 
priced jewelry are growing considerably, 
and the trend is likely to be accelerated 

(Please turn to page 111) 
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3-4. Maryland - Delaware - Dis- 
trict of Columbia Jewel- 
ers’ Association Conven- 
tion, Emerson Hotel, Bal- 
timore. 

3-4 Kansas R. J. A. Conven- 
tion. 

34-5 Flerida R. J. A. conven- 
tion, Orlando. 

4-5 Wisconsin R. J. A., Green 
Bay. 

6 National Jewelers Fire In- 
surance Co., annual meet- 
ing, Northland Hotel, 
Green Bay, Wis. 

10-11 South Carolina R. J. A. 
convention, Columbia. 

10-11 Washington R. J. A. con- 
vention, New Washington 
Hotel, Seattle. 

10-12 Illinois RJA Convention, 
Belleville Hotel, Belleville. 

10-12 Michigan R. J. A., Hotel 
Pantlind, Grand Rapids. 

17-19 United Horological Asso- 
ciation Convention, Mor- 
rison Hotel, Chicago. 

17-19 New York State R. J. A. 
Convention, Rochester. 

24 Westchester Association of 
Jewelers, reception and 
dinner dance, Glen Island 
Casino, Pelham, N. Y. 


JUNE 


17-18 NWJA Convention, Edge- 
water Beach Hotel, Chi- 
cago. 

23-24 Maine RJA-New Hamp- 
shire RJA joint conven- 
tion, Granlinden Hotel. 
Sunapee, N. H. 


JULY 


20-24 New York Lamp Show, 
Hotel New Yorker. 
26-29—NACJ Convention, Hotel 
Sherman, Chicago. 


AUGUST 


3-14 Chicago Gift 
Palmer House. 

24-28 ANRJA Convention, Wal- 
dorf-Astoria Hotel, New 
York. 

24-28 New York Gift Show. 
Hotel Pennsylvania. 


Show, 





Grinberg Takes Up WPB Duties; 
Closes His Pearl Import Business 


P. Irving Grinberg, president of both 
the Jewelers’ 24-Karat Club of New 
York and of Pearl Associates and secre- 
tary of the Gem and Pearl Dealers Asso- 
ciation, early this month went to work 
for the War Production Board at Wash- 
ington, after closing “for the duration” 
his pearl- and gem-importing business at 
608 Fifth Ave., New York. 

A graduate of Baltimore City College, 
1905, and New York Law School School, 
1915, Mr. Grinberg has been identified 
with the jewelry industry for 34 years 
and operated his own business between 
1918 and its wartime suspension on May 
1, 1942. 
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NACJ Reopens Merger Question But Votes Alliance 
With Other Credit Fields; Lets Roessler Quit 


Called by First Vice-President J. L. 
Freund as acting president, the National 
Association of Credit Jewelers met in 
special session at the Hotel Sherman, 
Chicago, on April 8 to formulate plans 
and policies for the future and to act 
upon the resignation of Ralph Roessler 
as president which Mr. Roessler has 
tendered following the board of direc- 
tors’ rejection of the proposal to merge 
the two national associations of retail 
jewelers. 

Although the resignation was accepted, 
the action on the part of the board which 
caused it was at least partly rescinded 
by the vote of the members on the ques- 
tion in response to a resolution intro- 





duced by George Applebaum, of Marks 
Bros., Chicago. The resolution read: 
“Resolved that this meeting recom- 
mend that the board of directors of 
NACJ be instructed to re-open negotia- 
tions with ANRJA to attempt to effect 
a merger of the two associations along 
fair and equitable lines.” The vote was 
unanimously in favor of the resolution 
and a committee consisting of Mr. 
Applebaum, B. G. Rudolph of Syracuse, 
and Ralph Roessler, as chairman, was 
appointed to re-open negotiations in con- 
formity with the resolution and to report 
to the general membership at the annual 
meeting at the next convention. 
Another ‘resolution, seemingly in con- 











“nice” but inexpensive. 


discrimination. 





the harassed shopper. 


place to shop. 





For the Customer Who Wants 
A “Small But Nice Wedding Gift 


Quaker Shakers are the per- 
fect item to suggest to those 
many customers who are look- 
ing for a wedding gift, aren't 
quite sure what they want, and 
would like to get something 


Their beauty of design and 
finish, their clear sparkling 
crystal, and the sterling stamp 
on the base, make them worthy 
to be shown with the finest gifts 
of any bride, and mark the 
giver as a person of taste and 


Sold by the pair, the amount 
of the purchase is adjustable to 
whatever the giver wants to 
spend—the perfect solution for 


Feature them in your win- 
dow and store displays of sug- 
gested wedding gifts — they'll 
build both your profits and 
your reputation as a good 


QUAKER SILVER COMPANY, INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


"The Gleam of Crystal —The Charm of Sterling" 


Patent No. 2026733 
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flict with the one just adopted, was then 
introduced by Executive Secretary J, 
Frank Newman, and _ was likewise 
adopted by a vote of those present. The 
substance of this latter resolution is to 
place NACJ on record as endorsing a 
plan advanced by C. D. Kaufman, of the 
Kay Jewelry Stores, to unite credit 
jewelers with retail credit merchants in 
other fields such as clothing, furniture, 
etc., in one inclusive organization which 
would concern itself with protection of 
the interests of installment merchants, 
regardless of the field in which they 
operate. 

Date of the next annual convention 
was advanced to the four days beginning 
Sunday, July 26, the place of the meet- 
ing to be, as usual with NACJ, the Hotel 
Sherman in Chicago. It was announced 
that an effort would be made to hold a 
jewelry show in connection with the con- 
vention and the executive committee 
stated that it hoped to obtain enotigh ex- 
hibitors to make the show financially 
feasible. 

Carrying out the desires of the meet- 
ing, Mr. Roessler, as chairman of the 
negotiations committee, wrote to Henry 
W. von Unruh, ANRJA president, on 
April 22 suggesting a re-opening of the 
merger negotiations and offering to meet 
with a committee of ANRJA for that 
purpose. The latter association has re- 
ferred the matter to its executive com- 
mittee. No further action has been taken 
up to the time of going to press. 

Meanwhile, Mr. Kaufman called a 
meeting in New York City, on Thursday, 
April 23, which was attended by repre- 
sentatives of various retail credit stores. 
The number of persons in attendance 
and the exact interests represented are 
not definitely known, as the session was 
a private one closed to the press. It is 
understood, however, that the sentiment 
of the meeting was in favor of the pro- 
posal and that plans are being worked 
out for the formation of a general credit 
sellers association on a national basis 
with particular emphasis upon strong 
representation in Washington with an 
eye to legislative activity. Further de- 
tails will be reported when, if and as 
they are made available. 


Billion-dollar Sales Level 
Prophesied by C. J. Michaels 
At Mass.-R. I. RJA Convention 


“Restrictions of materials for jewelry 
manufacture have created a problem but 
the retail jewelry business is assured of 
sales exceeding $750,000,000 this year,” 
Charles J. Michaels, ANRJA regional 
vice-president, told delegates attending 
the annual convention of the Massa- 
chusetts and Rhode Island RJA, meeting 
in Boston, April 22. “Records of the 10 
per cent jewelry tax indicate that sales 
may top the billion dollar mark.” 

Officers elected at the business session 
of the convention included Douglas 
Nathan, Fitchburg, president; Ralph 
Partridge, Boston, first vice-president; 
John S. Kennard, Hodgson-Kennard Co., 
Boston, second vice-president; Frederick 
W. Bird, E. B. Horn -Co., Boston, trea- 
surer, and John Peterson, Needham, sec- 
retary. The directors elected for the 
ensuing year were: L. Blaine Libbey, 
Milford; C. J. Gidley, New.<Bedford; 
R. A. Abbott, Lowell; J. Gurney, Brock- 
ton, and Thomas B. Gray of Providence, 
R. I. Nearly 200 jewelers attended the 
convention. : 
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New Training Plan 
For Diamond Workers 
Has Higher Wage Scale 


Revised standards for training new 
workers in New York City’s rapidly de- 
veloping diamond-cutting industry were 
approved last month by the United Dia- 
mond Manufacturers Association of New 
York, the Diamond Workers Protective 
Union of America (AFL) and the Fed- 
eral Committee on Apprenticeship. 

Substantially higher wages are pro- 
vided after May 1, so that hereafter ap- 
prentices will be paid $5 a week the first 
month, $6 a week the second month, $7 
a week the third month, etc., with subse- 
quent increases of $1 a week each suc- 
ceeding month, except the seventh, tenth, 
19th, 22nd and 24th month when the wage 
is increased by $2. Thus, apprentices will 
earn $33 a month by the 24th month, and 
will be paid thereafter on production. 

The old scale was $3 a week for the 
first three months, followed by a monthly 
increase of $1 a week for 29 months. 

Eliminated now is the former two-year 
apprenticeship for the single-cut branch 
of the diamond industry. (If a single- 
cut employer does not propose to train 
his workers in all operations of lopping, 
he may request learner certificates from 
the Wage and Hour Division of the De- 
partment of Labor.) 

During the provided three-year ap- 
nrenticeship, experience and instruction 
under the supervision of a qualified dia- 
mond worker is to be given in one of the 
following divisions: Sawing, cutting, 
lopping, brilliandeering or dop-setting. 
Apprentices will be restricted to work- 
ing diamonds smaller than 25 points 
rough when reaching the cutter, except 
for a “limited number” who will be 
trained to work on diamonds of all sizes. 

As before, applicants for a diamond 
worker’s apprenticeship must be be- 
tween the ages of 17 and 21 years, and 
sons of individual employers, corpora- 
tion officers and of journeymen are to 
have preference. Nothing in the agree- 
ment discriminates against the appren- 
ticeship of girls, whom some employers 
would prefer to train at the present time 
due to the likelihood of young men being 
drafted, and whom the Union has ex- 
pressed readiness to endorse when in its 
opinion conditions warrant girl learners. 

Patriotic provisions (1) exempt from 
the age limits men wounded in the armed 
services and (2) restore seniority rights 
to apprentices returning from the mili- 
tary forces. 

Minute attention is to be given to the 
progress of apprentices, with a written 
record being kept of each one’s work 
after he has been employed for six 
months. These records are to be avail- 


able to the full-time supervisor of ap- — 


prentices, a qualified diamond worker 
employed by the Joint Apprenticeship 
Committee, and to the Federal Commit- 
tee on Apprenticeship. 

In the event of a strike or lockout, the 
provisions of the apprenticeship agree- 
ments will be suspended pending settle- 
ment of the problem. 

Approval of apprenticeship applica- 
tions, subject to assent by the Federal 
Committee, and control of all matters 
relating to the appenticeships are vested 
in the Joint Apprenticeship Committee, 
which consists of two representatives of 
the manufacturers, at present Jack 
Solow and Al Abrams, and two repre- 


FOR May, 1942 





sentatives of the diamond workers union, 
at present Jules Verbeeck and J. Ap- 
passer. 

If a non-union shop objects to the 
Joint Apprenticeship Committee pro- 
cedure, it may submit apprenticeship 
standards covering apprentices in its 
employ to the Federal Committee on Ap- 
prenticeship. 

As senior field representative of the 
New York Apprenticeship Unit of the 
Division of Labor Standards, John E. 
Gallagher will advise employers and the 
Joint Committee. 





Nelson Asks "Loan" of Silver 


Indications that the huge American 
silver hoard, long cached in vaults at 





West Point, would roll up its sleeves and 
go to work for industry—especially as 
bus bars (carriers of electrical energy )}— 
were evident in a mid-April request by 
Donald M. Nelson, WPB chief, in which 
the Treasury was asked to exhume 40,000 
tons for a “loan” for use in war plants. 
Another step in the direction of provid- 
ing the metal for industry came with 
Secretary Morgenthau’s announcement, 
April 23, that legislation permitting the 
sale of domestically-mined silver at the 
world market price of 35 cents an ounce 
was being prepared. At present, do- 
mestically-mined silver sells at 71.1 cents 
per ounce, the figure at which the Trea- 
sury buys it. 

Some of the silver will be used in the 
New York-Massena power line. 
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JEWELERS’ SALES SHOW 26 PER CENT GAIN FOR MARCH 








BB NON-REPORTING STATES ~ 
A \NSUFFICIENT DATA 








Independent jewelry store sales during March, 1942, were 26 per cent 
greater than those for the same month of 1941 according to data supplied by 
791 jewelry stores in 32 states to the Current Statistical Service of the Census 
Bureau. This increase was far greater than that shown by retail business gen- 
erally, which gained only 7 per cent over last year’s figures. 


The jewelry industry’s gain for March 
was four per cent greater than that 
shown for February, when a 22 per cent 
increase over the previous year was re- 
corded. March, 1942, jewelry sales vol- 
ume increased 10 per cent over Feb- 


| ruary. 


Washington retained its newly-gained 
place at the head of the list, with 
jewelers in that state reporting a 45 per 
cent increase over March, 1942. Con- 
necticut, booming with war industry and 
highly-paid workers edged out Kansas in 
second position with a 42 per cent in- 


ms 
O 








crease, and Kansas reported a 41 per 
cent increase. 

As the accompanying map discloses, 
five other states enjoyed sales exceeding 
last year’s by 30 per cent, South Caro- 
lina, Ohio, Colorado, California and Ok- 
lahoma. Michigan, while only 22 per cent 
ahead of last. year, experienced greatly 
heightened sales during March, reflecting 
the re-employment of many workers tem- 
porarily laid off while plants were con- 
verted to war industry. 





Journeymen Diamond Cutters 
Stop Work in Dispute 
Over New Contract's Wage Scale 


Journeymen diamond cutters last 
month refused to work in 50 shops—all 
but two of the membership of the United 
Diamond Manufacturers Association of 
New York—pending agreement on wages. 

Affirming their inability under present 
marketing conditions to continue the 
high wage scale (boosted twice during 
the last 12 months), the manufacturers 
proposed a 35 per cent reduction in 
wages, in negotiations with the Diamond 
Workers Protective Union of America a 
fortnight before the old contract expired 
March 31. . 

In an effort to keep the men at their 
work until settlement, the Manufacturers 
Association then offered to pay the pro- 
posed reduced rate “on account” and to 
make up the difference later when the 
new contract is signed. 

Though the journeymen cutters were 
still out late last month, except in non- 
union shops, several small shops doing 
contract work.and two large Association 
shops that operate on a mass production 
basis, there seemed a basis for an early 
settlement in the reported offer of the 
Union to accept a 20 per cent reduction 
in the wage scale. 
+. 





“Plélders of Rough Diamonds 
Must Report ‘Stocks to WPB 


The WEB took stock of_ the nation’s 
eugh diamonds April 30, when_reports 
hypue filed at the Chanin.. Building °in 











New York by all persons who had title, 
possession or control of 10 or more 
carats of rough diamond on March 31, 
1942. 

The order requiring reports did not 
apply to cut or polished gem diamonds, 
or to rough diamonds embodied in tools 
now in use. 

Objectives in this census of rough dia- 
monds included: (1) To find out the 
extent of reserves, in view of the rapidly 
expanding production and use of dia- 
mond drills and dies in the War pro- 
gram, and (2) to plug possible leaks in 
the illegal transfer of rough diamonds to 
enemy agents. 





Construction Costing Over $5000 
Halted by WPB to Save Materials 


Under a WPB order issued April 9, 
non-essential construction was prohibited. 
Specifically, as relates to manufacturers, 
wholesalers and retailers, no commercial 
or industrial construction may be initi- 
ated without permission, if the cost of 
the project amounts to $5,000 or more. 
In computing such costs, the amount 
spent on the project within 12 months of 
the date of beginning construction, and 
subsequent to April 7, 1942, is included. 
The order does not affect ordinary main- 
tenance and repair work to return 4 
structure to sound working condition 
without a change of design. 

Although the order applies only to 
construction work not commenced at the 
time of issuance of the order, projects 
already under construction are being 
carefully examined by the WPB on an 
individual basis. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















aS oF 


she 
cts 
ing 
an 


NE 











H. V. Gritz Reelected Head 
At Oklahoma RJA Convention; 
von Unruh, Slagle Speakers 


H. V. Gritz, Enid jeweler, was re 
elected president of the Oklahoma RJA 
at its 36th annual convention held at the 
Skirvin Hotel, Oklahoma City, April 
19-20. Approximately 200 jewelers at- 
tending the two-day meeting re-elected 
the entire list of officers and directors 
with but one exception. L. E. Kelley, 
Weatherford, was named director to suc- 
ceed the late Fred W. Holmes, Sayre. 

The jewelers heard two national offi- 
cials discuss wartime problems and their 
solutions. Henry W. von Unruh, Cin- 
cinnati, president of ANRJA, pointed 
out that the difficulty of obtaining cer- 
tain metals such as nickel, brass and 
steel has worked hardships on jewelers, 
but that a plentiful supply of the finer 
metals, gold, silver and platinum re- 
mains. Another problem resulting from 
the war program, increasing shortage of 


H. V. GRITZ 





skilled workers, was also discussed. 
Trained watchmakers and repairmen, he 
explained, are ideally suited for preci- 
sion work in war industries, and the gov- 
ernment is rapidly “drafting” them for 
such work. Jewelry schools have speeded 
training, however, and jewelers them- 
selves are training more craftsmen, he 
added. 

The importance of proper salesman- 
ship and merchandising was stressed by 
R. J. Slagle, ANRJA regional vice- 
president, who said that only by satisfy- 
ing both seller and buyer could a proper 
and sound business be built. 

The re-elected officers of the associa- 
tion, in addition to Mr. Gritz, included 
the following vice-presidents represent- 
ing different sections of the state: Harry 
E. Bowers, Lawton; Frank Crane, 
Holdenville; George J. Sloan, Tulsa; 
John F. Drake, Ponca City; N. O. Barn- 
hill, Oklahoma City, and Harry Gold- 
stein, Tulsa. C. W. Haupt was re- 
elected secretary-treasurer, and the ad- 


visory board, in addition to Mr. Kelley, ' 


includes: Willis D. Waugh, Okmulgee, 
chairman; Frank White, Guthrie; J. W. 
Owsley, Chickasha; H. L. Clayton, Dun- 


can; B. C. Clark, Jr., Oklahoma City; ' 


George B. Goldfarb, Oklahoma City; N. 
C. McCoy, Cushing; H. S. McCurley, 
Norman; William Goldberg, Tulsa; M. B. 
Smith, Pauls Valley, Ray de la Mater, 
McAlester; N. C. Dean, Clinton; J. F. 
Seyforth, Sidney Lipshy and L. G. 
Meyerding, all of Oklahoma City. 


Wisconsin Gem Guild Meets 





A meeting of the Wisconsin Gem! 


Guild, AGS, was held April 16 at the 
Hotel Pfister, Milwaukee. Dr. Robert 
Geralds, Northwestern University, gave 
an interesting talk on synthetic emeralds, 
Sapphires and rubies. 
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Failure of Merger Scored, 
Trade Diversion Act Urged 
At Minnesota RJA Convention 


The Minnesota Retail Jewelers” Asso- 
ciation, meeting at the Hotel Nicollet, 
Minneapolis, April 12-14, resolved that: 

The failure of the proposed merger 
of ANRJA and NACJ was to be de- 
plored as a backward step in the in- 
dustry, not calculated to aid the jewel- 
ers in making a united stand against 
harmful legislation; 

A concerted effort should be made to 
secure the passage of a trade-diversion 
act for Minnesota, similar to those 
passed in Michigan, Illinois, Pennsyl- 
vania and Wisconsin, and 

The action of both sterling and silver 
plated ware manufacturers, in produc- 
ing new patterns during the course of 
the war, is to be deplored as uneco- 
nomical. 

In addition, the passage of watch lien, 
peddlers, and second-hand watch and 
watchmaker licensing laws for the state 
was urged, together with a request for 
repeal of the excise law and substitution 
of a general retail sales tax. Disap- 
proval of Regulation W and the 33 1/3 
per cent down payment on silver sales 
were also scored, and it was resolved 
that the term “guarantee” on watch 
repair work be reduced to “no specified 
time.” 

The annual election of officers retained 
the entire executive committee: Presi- 
dent, Maurice Adelsheim, Minneapolis; 
vice-president, S. P. Elam, Austin, and 
secretary-treasurer, Morton Sauer, Min- 
neapolis. New directors include Mr. 
Elam, Clem Hillig, Redwood Falls; Les- 
lie Dewey, Minneapolis; H. C. Hendrick- 
son, St. Paul; H. S. Paffrath, Willmar; 
A. W. Skogg, Duluth; Anthony Vetter. 
Hibbing; R. F. Hale, Detroit Takes; 
Charles Munn, Crookston, and FE. J. 
Sedlock, Brainerd. 

Among speakers’ were Clifford I. 
Josephson, Jr., regional vice-president 
ANRJA, who conducted a round-table 
discussion on war-time laws and their 
effect on retail jewelers; Lawrence E. 
Johnson of the Northern States Power 
Co., who treated of daylight lighting; 
Armin Friedman of The American 
Weekly, who predicted that jewelers 
would enjoy prosperous times after the 
war. and Theodore Christianson, public 
relations counsel for the National Asso- 
ciation of Retail Druggists, who as- 
serted that individually owned business 
must be kept going during the war as a 
morale building factor. Other speakers 
on the program included A. L. Zeitung, 
International Silver Co.; Earle Barker, 
past president of the Minnesota RJA; 
Paul W. Monohon, Krementz & Co.; 
R. S. Ritchie, sales counselor, and Mil- 
ton Gravender of Lazare Kaplan & Sons. 


Wichita Horological Elects 


At the regular meeting of the Wichitai 
Horological Guild, held April 15 at the 
Allis Hotel, Wichita, Kan., the following! 
were elected officers for the ensuing year: 
president, Jewel Bonat; vice-president, 
H. E. Davenport; secretary, Fred Sill; 
treasurer, Norman L. Osborne, and 
chairman of directors, W. B. Brasfield. 
P. W. Loomis, Newton, president of the 
Kansas Horological Association, ad- 
dressed the group on “The Importance 
of Cooperation.” 
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In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 





A Brand New Sterling Silver Line. 
Hand Made original designs embel- 
lished with one colored stone Bracelets 
and Earrings to match. 


— . 
KIMLER & DANIEL, INC. 


83 Canal St. New York 
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They’re In 


q Read F. Tilley, Jr., son of Clearwater, 
Fla., jeweler Read Tilley, wins first 
place in this month’s (or any month’s) 
“They’re In the Army Now” column, on 
the merits of the report he recently 
cabled his father of having shot down 


BAGS AXIS PLANE 
OVER ENGLISH 
CHANNEL 


his first enemy plane. Tilley, who is 23 
and a pilot officer in the American Eagle 
Squadron stationed in England, reported 
further that he was feeling fine. Prior 
to this reported plane, he has had sev- 
eral unconfirmed planes to his credit. 
Nice work, Read—*Keep ’em dropping.” 
q Robert F. Chilson, 1st lieutenant in 
the U. S. Army Air Corps, is now sta- 
tioned in Australia, according to word 
recently received by his father, Lewis S. 
Chilson, of J. M. Fisher Co., Attleboro 
jewelry manufacturers, with whom he 
was associated in business. Lt. Chilson 
was graduated in 1937 from Norwich 
University. He is married to the former 
Dorothy Lingard, whose father is a part- 
ner of Finberg Mfg. Co. of Attleboro. 
The message of his safe arrival was re- 
ceived on the second anniversary of his 
wedding. 

q William Taft Grafner, son _ of 
Emanuel Grafner, head of Grafner 
Bros., Pittsburgh wholesalers, is now a 
member of the medical corps of the 
135th Engineers at Ft. Meade, Md. 

q Thomas Shakespeare (kin to dram- 
atist Will?) formerly in charge of 
inventory control at Louis _ Sickles, 
wholesaler, 1015 Chestnut St., Phila- 
delphia, and now in service with the 
Quartermaster’s Corps, Aberdeen, Md., 
has been promoted to a corporal. 


Harry S. Butterfield, 
manager of the watch 
repair and engraving 
department of Joseph 
DeRoy & Sons, Pitts- 
burgh jewelers, started 
his Navy career at 
Newport, R. |., and 
expects to be placed 
in the technical de- 
partment shortly. 


q Robert Briggs, son of Bert Briggs, 
watchmaker associated with E. H. 
Saxton Co., Boston wholesalers, has 
joined the Army Air Corps. . 

q Don Parker, D. C. Percival Co., 
Boston wholesalers, has joined the Army 
Air Corps. 

q Lieut. Arthur Hoffman, 26, son of 
the late David Hoffman, operator of a 
jewelry store in East St. Louis, IIL, 
has been decorated by Gen. Douglas 





MacArthur for bravery in action in the 
Philippines and the Dutch Indies. Avia- 
tor Hoffman, who is a graduate of 
Western Military Academy and Wash- 
ington University, received a silver star, 
q Hyman Schwartz, Bronx, N. Y, 
jeweler and repairer, was one of a group 
of men privileged to ride on the first 
“draftee special,” a non-stop elevated 
train running from Bronx Park to the 
Battery. Schwartz, tapped by Uncle 
Sam, emblazoned his store with signs 
reading: “Must sell out—Drafted,” 
What’s more, he has pictures to prove 
it, as the “El” train full of draftees dis- 
covered. 

q Everett Simmons, salesman with E. 
H. Saxton Co., Boston wholesalers, has 
joined the U. S. Army Signal Corps, 
and is now located at Fort Mon- 
mouth, N. J. 

q Ed Kirchberg of Edward Kirchberg 
Jewelry Co., 104 North State St., Chi- 
cago, now has four sons in service. Rob- 
ert is in the Army Air Corps, Biloxi, 
Miss.; Donald in the Air Corps at Pen- 
sacola, Fla.; Jerry in the Air Corps at 
Corpus Christi, Texas, and Francis at 
Great Lakes Naval Training Station, Ill. 
q Jack Garner Allen of F. H. Noble & 
Co., Chicago, who was transferred from 
the armored force at Fort Knox early 
this year to the staff of the Inspector 
General with headquarters in Washing- 
ton, was recently promoted from captain 
to major. 

q Walter Galli, contributing artist to 
Tue Jewevers’ Circutar-Keysrone and 
creator of the “Strangely Enough” series 
of cartoons of odd facts about jewelry, 
deserted his brush for a musket April 7, 
and left for Fort Dix, N. J., where he 
was inducted into the Army. Around 
the office there is no doubt but what he 
will outshine cartoonist-Private Breger 
in no time at all. 

q Emil Webering, a former employee of 
the Harry Wolf Jewelry Co., Nebraska 
City, Neb., has enlisted in the Navy as 
an aviation machinist mate, 2nd class. 
q Thomas J. Wheeler, office-boy of 
Alpheus L. Brown, New York whole- 
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the Army Now 


saler, was inducted into the Army on 
April 6. 

q Harry F. Rubin, manager of the 
Kortz-Lee Jewelry Co., Pueblo, Colo., 
was inducted into the military service 
on March 13. He plans to take an 
examination for the aerial photography 
service. 

q The Elgin National Watch Co., Elgin, 
Ill, can boast of having 49 former em- 
ployees in some branch of the armed 
forces. Several are in the Marines, some 
in the Navy and, of course, many are 
privates in the Army. Among _ those 
leaving the company who have since be- 
come officers are Thomas A. Potter, son 
of the president’ of the firm, now an 
ensign “somewhere in the Atlantic”; 
Volney Foster, ensign, attached to the 
Naval Intelligence office, Denver, Colo.; 
William Koch, now in officers’ training 
school at Fort Sill, and Bruce Gran- 
storm, now in naval training at Corpus 
Christi, Texas. 

q Henry A. Meyer, of Miller’s jewelry 
store, Pomona, Calif., has enlisted in 
the Navy, and is now studying to be a 
radio technician at the San Diego Naval 
Base. 

q Major James H. Freeman, formerly 
with Jensen & Jeck Co., Nashville, Tenn., 
is now in the war zone, being stationed 
at Oahu, Hawaii, with the 18lst Field 
Artillery. 

q Clifford Grizzel, until recently watch- 
maker at John W. Ruth & Sons, Shelby- 
ville, Tenn., is now stationed at Lemore, 
Calif., with the 87th Air Base group. 

q Frank Varallo, formerly with the 


Jacobs Jewelry Co., Nashville, Tenn., is 
now with the Medical Corps of the 191st 
Field Artillery, Camp Roberts, Calif. 
4 J. T. Harrell, watchmaker for Sterchi 
Bros. Co., Nashville, Tenn., has traded 
his loupe for a Lewis gun and is now 
in the Army. 


Roy D. Pruden, pro- 
duction qnd advertis- 
ing manager of the 
Longines - Wittnauer 
Watch Co., with the 
firm since 1936, has left 
his duties to enter the 
armed services. At a 
luncheon tendered him 
on March 20, he re- 
ceived many gifts from 
his fellow workers and 
a clock from the firm. 





q Leland P. Knowlton, 26, vice-president 
of F. A. Knowlton, Inc., Worcester, 
Mass., jewelers, enlisted in the U. S. 
Marines and left for basic training at 
Parris Island, S. C., on April 13. 

q Sterling Carpenter, operater of a 
Jewelry store in Paola, Kan., for the 
past four years, disposed of his entire 
stock and entered the military service in 
March. 

q Martin Hupka, manager and partner 
of Marx Jewelers, Appleton, Wis., left 
for the Great Lakes Naval Training Sta- 
tion on March 22. He has joined the 
Naval Reserve and after spending three 
Weeks at the Great Lakes station, was 
transferred to the Naval Technical 
School in Philadelphia where he will en- 
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gage in aircraft instrument work. 

q After completing a_ special nine 
months’ course in meteorology at New 
York University, Walter Untermeyer, 
Jr., 26, formerly associated with Unter- 
meyer, Robbins & Co., New York manu- 
facturers, has received an appointment 
as Ensign in the U. S, Navy. He will 
be attached to the Naval ,Aviation sta- 
tion at Corpys Christi, Texas, A gradu- 
ate of Yale University, ’36, he recently 
received his student’s pilot license under 
CAA training. 


John P. Young, di- 
rector of advertising 
of the Gruen Watch 
Co., and a lieutenant 
in the United States 
Naval Reserve, has 
complied with orders 
to report for active 
duty with the Navy. 
Service in the armed 
forces is not a new 
experience to him, as 
he served in the Ma- 
rine Corps for 28 
months during the last 
war, being on duty in 
Cuba for two years. 
Before coming to Cin- 
cinnati, Young directed the advertising pro- 
gram of The Armstrong Cork Co., with whom 
he was associated for |7 years. 





qLeo Leddy, New York representative 
of Swift & Fisher, Inc., can boast of hav- 
ing two sons in the Army: Joseph V. 
Leddy, a Fordham graduate, now a pri- 
vate in the 27th Infantry, Hawaii, and 
Leo P. Leddy, a graduate of Providence 
College, called for Army service during 
April. 

q Otto J. Somers, Jr., vice-president of 
Somers-Ernst Co., New York manufac- 
turers, is convalescing from an attack of 
bronchial pneumonia at the base hospital 
of Fort Wadsworth, N. Y. Somers, who 
has been in the Army about four months, 
is now attached to the Quartermaster’s 
Corps. 

qWe have recently been informed that 
Donald C. Dingwall, president of Birks 
Dingwall, Ltd., Winnipeg, Canada, dia- 
mond merchants, is now’ an officer of the 
Canadian Army Service Corps. 

q Robert Sander, 24, former employee of 
the Herschede Hall Clock Co., Cincin- 
nati, is now a corporal in the Army, sta- 
tioned at Camp Barksley, Abilene, Texas. 
He was called to service six months ago. 
q Robert Hunsworth, 24, of the jewelry 
repair service department of S. Kind & 
Sons, Philadelphia retailers, enlisted in 
the armed service April 11. 

q Lieut. Mark Herschede, 25, who had 
been employed in the silver plating de- 
partment of the Herschede Jewelry Co., 
Cincinnati, at the time of his enlistment, 
returned home March 28 after serving 
six months with the Royal Air Force in 
Britain. He expects to join the United 
States’ armed services in the near future. 
q William R. Zimmer, manager in charge 
of diamonds and watches of Reed’s 
Jewelers, Niagara Falls, N. Y., is now 
attached to the Army Quartermaster’s 
Corps at Fort Niagara. He expects to 
be transferred to a southern camp as an 
air cadet in the very near future. 

q Arthur Oppenheimer, Jr., chief of the 
lamps, china, silver, clocks, watches and 
jewelry units of the consumer’s durable 
goods section of the Office of Price 
Administration, Washington, has _re- 
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O. C. Homann Elected to Head 
Nebraska Retail Jewelers 


Oscar C. Homann, president of the 
Brown Jewelry Co., Omaha, was elected 
president of the Nebraska RJA at the 
annual state convention April 12 and 13 
at Lincoln, Neb., succeeding Harry Dixon 
of North Platte. Other officers elected 
mere: A. J. Auble, Ord, first vice-presi- 
dent; E. J. Meyer, Grand Island, second 
vice-president; Basil Boyd, Lincoln, 
third vice-president, and Charles J. 
Stiastny, Lincoln, secretary-treasurer. 

The Horological Association of Ne- 
braska, sharing the convention with the 
jewelers, elected C. W. Chase, Holdrege, 
president and Frank Nosker, Omaha, 


0. C. HOMANN 





secretary-treasurer. Joe Schatz, Omaha, 
was named first vice-president; Sten 
Nilson, Omaha, second vice-president, 
and G. T. Patton, Fairfield, third vice- 
president. Directors for the year in- 
cluded Clarence Bleyle, Hastings, re- 
tiring secretary; Jay Auble, Ord; I. B. 
Bruce, Hastings, and FE. O’Furen, 
Omaha. Ashley W. Conger, Grand 
Island, retiring president, was named 
counselor. 

Horology was featured at the first ses- 
sion of the convention, with A. W. 
Conger of the Horological Association 
of Nebraska, presiding. Jewelers and 
watchmakers held a round-table discus- 
sion, after which Jes I. Hansen, Denver, 
a member of the Colorado Horological 
Association, gave a lecture on horology. 
Frank A. Pfeiffer, regional vice-pres- 
ident of “ANRJA, discussed the jew- 
elers’ problem of obtaining materials and 
pointed out: the duty of inspiring con- 
fidence ‘among customers. He also re- 
ported on latest ANRJA developments. 

The Ku Ku’s, Nebraska traveling 
jewelry salesman’s organization, elected 
officers the second day of the convention, 
choosing Harry M. Peterson, Byrne- 
Duff Jewelry Co., Omaha, king. John 
Byrne, also of Byrne-Duff, was chosen 
the new Prince, and John Hallet, J. L. 
Teeters Co., Lincoln, was_ re-elected 
Scratcher. The convention ¢losed with 
a party and dance. 





Purvis Re-elected Head 
of Arkansas Association 


Hoyt T. Purvis, Jonesboro, was re- 
elected president of the Arkansas 
R.J.A. at the association’s annual con- 
vention held at the Hotel Marion, Little 
Rock, April 13. Other officers selected 
included Edwin H. Stewart, Hope, vice- 
president, and J. L. King, Clarksville, 
secretary-treasurer. D. L. Petty, Little 
Rock, retiring vice-president, and Pat 
Malone, Ft. Smith, were elected new di- 
rectors. G. A. Gibbs, Hot Springs, and 
F. A. Denman, Stuttgart, were re- 
elected to the board. 








ANRJA Favors Price Ceilings 
lf Costs Are Also Frozen 


The American National Retail Jewel- 
ers’ Association has joined with other 
members of the Retailers’ National 
Council in not opposing price ceilings so 
long as all costs, including rents, wages, 
interest and other business costs are 
likewise frozen. This declaration of the 
Council was made after a meeting with 
nine member associations in Washington 
on April 13. 

Moved by plans of the OPA to freeze 
all prices, retail, wholesale and manu- 
facturing, the Council said that the pro- 
posed ceilings must be applied fairly 
and that OPA should allow a reasonable 
time between wholesale and retail prices 
and that different base periods would be 
necessary. 


Retail merchants, generally, were de- 
clared to have cooperated with the price 
administrators in efforts to keep down 
prices and have followed the official sug- 
gestions made to that end. Present re- 
tail prices, the Council said, do not re- 
flect present wholesale prices. 

“Retailers who have effectively carried 
out the recommendation of the price ad- 
ministrator would now lose heavily un- 
less adequate provision is made to per- 
mit the re-establishment of the proper 
relationship between cost and _ selling 
prices. Without this, such _ retailers 
would face the loss of their working 
capital and many would even find them- 
selves forced out of business,” the Coun- 
cil stated. 


Ohio Watchmakers Favor 
Records of Watch Numbers 


An amendment to the watchmakers’ 
licensing bill now pending before the 
Ohio General Assembly, proposed by the 
Cincinnati delegation, was passed at 
the annual convention of the Ohio 
Watchmakers’ Association in the May- 
flower Hotel, Akron, April 12. It 
would compel members of the trade to 
keep records of the case and movement 
numbers and complete description of 
all time-pieces that pass through their 
hands for identification purposes as an 
aid to police and other public depart- 
ments. 

The theme of the one-day meeting 
attended by nearly 100 representatives 
of watchmaker guilds, was “The Watch- 
maker and National Defense.” Dele- 
gates decided to keep in close touch 
with civil service authorities and officials 
of plants manufacturing war materials, 
to be in readiness to undertake any task 
or duty that would require the services 
of persons skilled in producing or re- 
pairing precision instruments. 

One new officer elected was M. C. 
Rife, Dayton, O., who was chosen vice- 
president to succeed Walter Raab, Day- 
ton, who declined re-nomination. Leslie 
Heimburger, Columbus, O., was re- 
elected president and Frank Foegler, 
Cincinnati, was named to a fifth term 
as secretary-treasurer. 

Among those present was Philip Som- 
mer, Pittsburgh, Pa., president of the 
UHA. Cincinnati delegates besides Foeg- 
ler were Edward Mittendorf, William 
Grogan, Elmer Fischer, Frank E. Flynn, 
William Moehlman, William Effler, Fred 
Foegler, Leo Hoffer and Rutherford J. 


Flaxmayer. 
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q Charles Lasker, manufacturing 
jeweler, has moved from Fulton St. to 
more spacious quarters at 64 W. 48th St. 


q The Lewis Watch Co. 580 Fifth 
Ave., has moved to larger quarters on 
the fourth floor of the same building. 


q The Select Jewelry Co., special order 
manufacturers, have moved their factory 
and office to 15 W. 47th St. 


q Beginning May 1, the firms of Sigman 
Bros. and H. & M. Sigman will be 
located at 48 W. 48th St. 


q Charles M. Levy & Son, wholesalers, 
and Norman C. Norman, announce their 
removal to new offices at 56 W. 45th St. 


q Hammel, Riglander & Co., materials 
wholesalers, have announced their re- 
moval from 211 W. 14th St., to new and 


more modern quarters at 395 Fifth Ave.’ 


q Henry C. Gelula, of the firm of Max 
Gelula, Inc., Atlantic City, N. J., jewel- 
ers, was married to Miss Lorraine S. 
Fried on March 29. 


q Janet Pusrin, daughter of Adolph 
Pusrin, honorary president of the New 
York Jewelers’ Benevolent Association, 
was married to Richard <A. Spier, 
U.S.N.R., in late March. 


q The H. Henrich Co., alloys, 64 Fulton 
St.. has announced the closing of its 
New York office, which henceforth will 
be located with the factory in Palen- 
ville, N. Y. 


q The Select Jewelry Co., manufactur- 
ers, have announced a change of address 
to 15 W. 47th St., from their old quar- 
ters at 2 W. 47th St. 


q Alby & Co., manufacturers of stone 
rings and jewelry, have moved from 
their Fulton St. quarters to more spaci- 
ous ones at 305-11- E..46th St. All new 
machinery has. been installed at the new 
location, and the latest type: of equip- 
ment will be used. 


q Jack Rubin, notorious jewelry fence 
who admittedly spent $20,000 in a legal 
battle in which the Court of Appeals 
last year reversed his seven and one-half 
year sentence to state prison as the 
criminal receiver in the Waldorf-Astoria 
Hotel jewelry shop holdup in 1939, only 
to plead guilty at the start of his new 
trial, received a three and one-half to 
seven year sentence April 23 in General 
Sessions Court. 


New York Horological Meets 

q “How the Watchmaker Might Train 
Himself for Aviation Instrument Em- 
ployment,” a lecture by the chief instruc- 
tor of the Eastern Aircraft Instruction 
School, was the main feature of the 
meeting of the New York Horological 
Society on April 6. Other speakers in- 
cluded Sigfried Strommer of the Sand- 
Steel Mainspring Co., who discussed 
priority difficulties that may develop, and 
Henry B. Fried. 


q Lucian M. Zell, 522 Fifth Ave., for 53 
years an importer of colored stones and 
precious and . semi-precious stones, has 
announced his: retirement from business. 
His entire stock has been taken over by 
Dreher Bros. & Wider, 48 W. 48th St. 
Starting in Boston in 1889, Mr. Zell 
Moved his plant to New York in 1900, 


FoR May, 1942 





and has continued there ever since. He 
does not plan to spend his new-found 
leisure in any spectacular manner; “I’m 
just retiring,” he said. 


Employees of New York Firms 
Join Payroll Deduction Plan 
For Purchase of War Bonds 


Employees and employers of New 
York manufacturing, wholesaling and 
importing jewelry firms are participat- 
ing in the Voluntary Payroll Allotment 
Plan for the purchase of U. S. War 
Stamps and Bonds in steady increasing 
numbers. Under the plan, which is spon- 
sored by the government, employees and 
firm members agree to have a percentage 
of their income deducted for the pur- 
chase of War Stamps which in turn may 
be converted into interest-bearing War 
Bonds. A number of jewelry firms will 
shortly be awarded certificates of honor 
signifying that 90 per cent or more of 
those on the payroll have enrolled. 
Complete information is available from 
Samuel A. Groedel, 121 Varick St., 
chairman of the jewelers’ committee in 
charge of the campaign. Other members 
are: J. E. Thiese, vice-chairman; Harry 
Blasi, William Latin, Irving Richman, 
Emanuel Solomon, Max Jacoby, Abe 
Grodman, William Ascher, Al Walden, 
Milton Blum, Irving Gromet, Ed Dener- 
off, Victor Cooper, Stephen Lucas, Mor- 
ris Schwartz and Henry Green. Harry 
J. Bromley, who has recently been added 
to the committee, will be in charge of 
publicity. To date, 76 firms have agreed 
‘o participate. 

William B. Ogush, of Katz & Ogush, 
and Henry L. Sperling, president and 
executive secretary respectively of the 
Jewelry Crafts Association, have been 
given full charge of the campaign in con- 
nection with concerns affiliated with that 
organization as well as those holding 
membership in two other manufacturer 
groups, the Associated Jewelers and the 
Platinumsmiths. Members of those trades 
interested in joining the payroll deduc- 
tion plan, may communicate with either 
Mr. Ogush or Mr. Sperling. 


To Refrain from Unfair Practices 


The Heather-Mathews Co., Ine., 411 
Fifth Ave., New York, has entered into 
a stipulation with the Federal Trade 
Commission to cease and desist, in con- 
nection with the sale of silverware and 
other merchandise, from using the term 
“list prices” in referring to prices not 
bona fide retail prices established by 
actual retail sales of such or similar 
products sold in the usual course of 
business; and to discontinue use of the 
word “manufacturing” to describe its 
business or to imply that it manufactures 
the products it sells. 

The respondent also agreed to stop 
representing that a fictitious or marked- 
up price is a “low” price or was the cus- 
tomary price of such products, or that 
any persons or organizations were 
granted discounts of any stated per- 
centage not actually based upon bona 
fide list or retail prices. : 





Grarr,WasHsourne & Dunn 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 








SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. 





PHILADELPHIA 











“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
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OMEGA 


The watch of world precision record 
NORMAN M. MORRIS 
WATCH CORP. 


608 Fifth Ave... . New York 








FRIEDMAN GEM CO., INC. 


5,000,000 
ROYAL MARCASSITES 


NPA: 


Delivered in Sealed Packages 


ZIONS on. 


CULTURED PEARL NECKLACES 
CHINESE JADE 


71-73 Nassau St., New York City 





SPECIAL ORDER WORK 


Original Hand-crafted Designs 
IN STERLING SILVER 


Address all Inquiries to: 


PEER SMED, Silversmith 
30 Irving Place New York City 














ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 




















BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 








107 































Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes Bar- 

rings; Cuff: Links:.and- Studs to match 
Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases: are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 














LADIES’ ZIRCON RINGS LADIES’ PLATINUM 
BIRTHSTONE RINGS @ GOLD MOUNTINGS 


@0Lp CROSSES Solitalre-Wedding-Faney 
3 oe GENTS’ RINGS 
(/20—12 Kt. G. F Plat. & Gold 


JOSEPH A. RICH 


Mfrs. of Plat. & Gold Jewelry 
62 W. 47th St. New York, N. Y. 








SPECIAL ORDER WORK 
on Hand Made 


PLATINUM RINGS 
Write for Estimates 


K. ABRAHAM 
47th St. Diamond Center 
54 W. 47th St., NEW YORK 

















ADVICE 
4 FREE Sreinet 














EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, Flat, 
Breguet and non-magnetic MHairsprings. 


24 HOUR SERVICE 

A trial order will convince you of our 
‘Quality work. 

UPTOWN HAIRSPRING SERVICE 

‘1 W. 47th St. 


New York, N. Y. 
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At the annual meeting of the Jewelers 
Vigiliance , Committee, in New York, 
April 7, Gustave H. Niemeyer, of Handy 
& Harman, Inc.,. was re-elected ,presi- 
dent; Lee Reichman, of Reichman. Bros., 
Inc., New York, diamond importers, was 
re-elected vice-president, and Alpheus L. 
Brown, A. L. Brown, Inc., New York, 
American watch wholesalers, was _ re- 
elected treasurers Sigmund Cohn, New 
York, platinum: refiner, was elected sec- 
retary in view of the fact that Miss Alice 
M. Lyon, of Handy & Harman, holder vf 
the office for many years, has left New 
York. 

Mr. Niemeyer, reporting on outstand- 
ing features of the committee’s work 
during the past year, disclosed that 
many cases involving improper marking 
and advertising had been investigated 
and prosecuted. Apropos of the metal 
situation, he stated that in view of the 
restrictions placed on the use of all 
materials containing nickel, a special 
white gold committee was appointed 
consisting of Rawson L. Wood, of J. R. 
Wood & Sons, New York, chairman, 
and Jacob <A. Schaeffer, of Shiman 
Bros. & Co., New York, and J. C. Travis, 
of Handy & Harman. This group pre- 
sented an appeal to the WPB for the 
right to use up stocks of white gold and 
alloys for white gold on hand March 
31. A questionnaire was sent to manu- 
facturers, and the replies were analyzed 
and presented to WPB to show the small 
amount of nickel affected. The appeal 
was sympathetically received but as yet 
no official notification has been received 
concerning present stocks. 

A copper committee, headed by W. 
Waters Schwab, of J. R. Wood & Sons, 
and including William B. Ogush, of Katz 
& Ogush, Inc..-New York,, and Abraham 
Shiman,. of Shiman Mfg. Co., Newark, 
conferred with WPB officials in Wash- 
ington regarding copper for use in al- 
loying karat gold. Questionnaires were 
sent to all manufacturers and the re- 
turns indicated that the estimate of 21 
tons of copper, which the committee had 
originally made, closely approximated 
the amount actually required. The chair- 
man reported that an informative bulle- 
tin on the status of various metals had 
been prepared by the committee, for 
distribution to manufacturing jewelers. 
A confusing aspect of the copper situa- 
tion, caused by an order April 1, con- 
cerned the prohibition of sale, other than 
to a refiner, of copper scrap containing 
more than 40 per cent copper by weight 
instead of the 50 per cent specified in 
the previous order. The committee will 
investigate and attempt to clarify these 
rulings for the benefit of the members. 

In addition, attention was called to 
the formation of the Jewelers War Pro- 
duction Committee, headed by Jacob 
Mehrlust of New York. The commit- 
tee was directed to ascertain what ser- 
vice the jewelry industry might perform 
in the war. Attention was also called 
to the recent order restricting the sale 
of rough diamonds, and it was decided 
that copies of the order would be sent 
to diamond cutters and dealers. 

New members elected to the board of 
directors of the committee include: 
Edward F. Herschede, of Frank Her- 
schede Co., Cincinnati, president Gemo- 
logical Institute of America; Calvin M. 
Kendig, of Hamilton Watch Co., Lan- 








Vigilance Committee Re-elects G. H. Niemeyer; 
Report on Year's Activities Is Presented 








G. H. NIEMEYER SIGMUND COHN 


Re-elected New 


Chairman Secretary 
caster, Pa., president American Jeweled 
Watch Mfrs. Assn.; Leo F. Kruss- 
man, of Trifari, Krussman & Fishel, 
New York, president National Costume 
Jewelers Assn.; Charles J. Michaels, of 
Michaels, Inc., Hartford, Conn., vice- 
president ANRJA; Leopeld Nathan, of 
S. Nathan & Co., New York, president 
Precious Stone Dealers Assn.; Herbert 
Ollendorf, of Ollendorf Watch Co., New 
York, president American Watch As- 
semblers Assn.; Henry W. von Unruh, 
Cincinnati, president ANRJA; Roy C. 
Wilcox, of International Silver Co. 
Meriden, Conn., president Sterling 
Silversmiths Guild of America, and 
Julius L. Freund, St. Louis, acting- 
president NACJ. 

Others who retain their places in the 
directorate include: Frederick A. Ballou, 
Jr., of B. A. Ballou & Co., Providence, 
president NEMJSA; Mr. Brown; Mr. 
Cohn; Arthur P. Care, of E. W. Rey- 
nolds Co., Los. Angeles, president 
NWJA; George P. Engelhard, N. J. 
Chicago; P. M. Fahrendorf, publisher, 
Tue Jeweiers’ Crrconar-Keystone, New 
York; Mr. Hetzel; Walter M. Kahn, of 
L. & M. Kahn Co., New York; Ben- 
jamin S. Katz, president Gruen Watch 
Co., Cincinnati; Victor A. Lambert, 
Lambert Bros., New York; Clifford F. 
Lamont, of John Lamont & Sons, New 
York, president Gem & Pearl Dealers 
Assn.; Mr. Mehrlust, president Platinum- 
smiths Assn.; Frank Milhening, of J. 
Milhening & Co., Chicago; Mr. Nie- 
meyer; Mr. Ogush; president Jewelry 
Crafts Assn.; Mr. Reichman; Meyer D. 
Rotschild, American Gem & Pearl Co., 
New York, president American Jewelers 
Protective Assn.; Mr. Schwab, presi- 
dent Jewelry & Allied Trades Assn.; 
Mr. Shiman, and Wilson A. Streeter, of 
Bailey Banks & Biddle, Philadelphia. 





Blood Donors. at Gruen 


In response to an appeal made by the 
American Red Cross, more than half of 
the employees of the Gruen Watch Co. 
Cincinnati, have pledged a pint of their 
blood to be used for transfusions to 
wounded American service men. 











RCH CROWN TAGS 


CELLULOID — METAL— PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 
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Moser, diamonds, New York. 
q The Somers-Ernst Co., Inc., New York 
manufacturers, 
Stern is replacing Otto J. Somers, Jr., 
as Western representative. 
is now in the Quartermaster’s Corps at 








Boys on the Road 











q Albert Uhl, salesman for the Capital 
Jewelry Co. New York manufacturing 
firm, called on the trade in Philadelphia 
during the middle week of April. 

q Joseph Klein, Eastern representative 
of Untermeyer, Robbins & Co., New 
York ring manufacturers, has recovered 
from an appendectomy and is now back 
with the “Boys on the Road.” 

q Jack Proud, formerly connected with 
the diamond setting firm of H. Norman 
Hinde, 728 Sansom St., Philadelphia, has 
moved from Philadelphia to Washington, 
where he is now employed in the trade. 
q William Donges, representative of the 
Wallenstein’ Mayer Co., Cincinnati 
wholesale house, made one of his infre- 
quent visits home from Baltimore, Md., 
during the past month. He travels in 
the East for the concern. 

q Howard Wright, at 373 Washington 
St., Boston, keeps close tabs on the trout 
brooks in New England and on April 
15, the opening day of the season, 


claimed that many a fish went hungry, 
while the boys whipped the wrong brook. 
q Bill Selsburg, who represents Elgin in 


New England, is reported as having 


purchased a farm up in the New Hamp- 
shire Hills. Comments by Boston friends 
brush Bill’s crop production aside and 
indicate that a well-stocked trout brook 
will interest more weekend guests. 

q Out-of-town visitors calling on the 
trade 
month included Samuel Newman, dia- 
monds, New York; Fred Felger, F & H. 


in Cincinnati during the past 


Felger Co., New York; Herbert Schulz, 
Ralph Biggs Co.. New York; Harry 
Hart, diamonds, Chicago, and Max 
announces that Albert 


Mr. Somers 


Fort Wadsworth, N. Y. A. J. Barnett 


will now represent the company on the 


Pacific Coast, O. J. Somers, Sr., will 


cover the Southern states, and A. Eichel- 
baum will be in charge of New York 
and vicinity. 

q Albert S. Smyth, head of the Albert 


S. Smyth Co., Baltimore wholesalers, 





Rebuild Your 
Watches NOW 


Your watch movements are too valuable 
—and watches are too scarce. Send your 
movements to us TODAY. We'll convert 
them into the most modern watches at 
a very reasonable price. We will supply 
cases, dials, and all necessary materials. 
A trial will convince you of the type of 
work we do... and of our reliability. 
Credit cheerfully given to rated firms. 


OXFORD WATCH CO. 
82 BOWERY, NEW YORK 











(ANEW CATALOGUEN 


Illustrating an Extensive Line of 


HANDMADE STERLING SILVER 
JEWELRY, GADGETS & NOVELTIES 
Write for Your Copy! 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 
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who has not been out on the road for 
years, concluded to try his hand at sell- 
ing and started on a trip to Virginia 
and adjacent territory, recently, looking 
up customers and getting the feel of 
the trade. He returned home with 
gratifying results and the conviction 
that every one should try the road occa- 
sionally to get in touch with his cus- 
tomers, to find out how they feel, and 
to size up local conditions. 

q Gustave A. Felber of the D. C. Per- 
cival Co., Boston, has hung up some- 
thing of a record, having travelled for 
54 years selling jewelry in New England 
for Boston wholesalers. Recently re- 
tired from active travelling and now 
occupying a private desk in the Percival 
office where he can greet old friends who 
come to market, “Gus” started as a 
boy with A. Paul & Co., Boston whole- 
salers, remaining with the firm until 
1931. He has encouraged many a young 
jeweler to go into business for himself, 
and many successful New England -re== 


: tailers can thank him for inspiration 


and guidance. His place on the road is 
being taken by Frank H. Jackson. 





Watchmakers School Grads 
Supervise Vital War Jobs 


People frequently assume that jewel- 
ers, engravers and watchmakers, com- 
monly considered members of a “luxury 
trade,” have no serious connections with 
the war effort. Indicating that such men 
possess skills and knowledge highly de- 
sirable in the production of war mate- 
rials, however, the Bowman Technical 
School, Lancaster, Pa. reports that 
many of its trained graduates are now 
engaged in various responsible positions 
in the war program, as teachers, super- 
visors and artisans. 

Men proficient in various jewelers’ 
skill, for instance, are engaged in re- 
building, repairing and adjusting navi- 
gational instruments. at the Navy repair 
shop, Washington, D. C.; in engraving 
plates for charts of oceans. and harbors 
at the hydrographic office in Washing- 
ton; as instructors in Naval and Marine 
bases throughout the country, notably at 
Philadelphia and Quantico, Va., and as 
instructors and repairmen in the Army 
Air Corps. 

In addition, one Bowman graduate 
employed at the California Flood Con- 
trol and Weather Bureau at Los Angeles 
has invented instruments valuable in the 
recording and predicting of weather con- 
ditions; trained men are engaged in the 
manufacture of airplane instruments 
throughout the country, some as foremen 
and others in higher positions, and many 
skilled men, inducted into the Army, 
have been placed in instructors’ or tech- 
nical positions. 


Indianapolis Guild Elects 


Milton Burgen was re-elected presi- 
dent of the Indianapolis, Ind., guild of 
the Indiana Watchmakers’ Association 
at a dinner meeting in Indianapolis. 
Other officers elected were: Vice-presi- 
dent, Richard J. Breen; secretary, H. 
Roy Smelzer; treasurer, Otto G. Hub- 
bard. 


q Hoyt S. Purvis, junior member of the 
firm of Purvis & Son, Jonesboro, Ark., 
jewelers, has just been awarded his de- 
gree at the Southern College of Optome- 
try, Memphis, Tenn. No slouch at books 
or society, Hoyt was named valedic- 
torian of his class in addition to being 
class president. 

















IGGEST 


€ WORTH 
in the U.S.A. 


Successful credit jewelers know how pennies saved 
mount into dollars earned. That's why so many 
important operators like Laubheim's (12 stores) 
and hundreds of others are regular users of the 
monthly WOLFSHEIM & SAC DISPLAY CARD 
& PRICE TICKET SERVICE on exclusive tranchise. 
They're getting the biggest 2c worth in the U.S.A. 
because that’s the average cost of the 350 display 
units in each month's W&S Service. 

FULL MONTH’S TRIM FOR ONLY $6.95 


TRY IT FREE FOR 10 DAYS 


If you don’t think it’s an unbeatable val- 
ue, return the service without obligation. 


— y 
Wolisheim ¢ Sachs. Inc. 









20 WEST 47th STREET - NEW YORK. N.Y 





BUY DEFENSE BONDS 


WATCH MATERIAL 


Parts for all makes of 
Swiss & American watches. 
Prompt mail service. 
Write for Catalog C 


DEAN COMPANY 


116 Nassau St. New York 
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GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 

“23 years at the same 

address” 





(Before) 
(After, 














J. A. SAMUEL & CO. 


PLATINUM 


NEW YORK 





220 BROADWAY 
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ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 











KLGIN& BELMAR 
———WATCHES 
LOUIS SICKLES 





1015 Chestnut St.. Philadelphia. Pa. 


Wholpssate Dittributorstothe Trade” 








ELGIN — WALTHAM — HAMILTON 
BULOVA — GRUEN 
REBUILT WATCHES 


of the better kind, for the better Jewelers, 
of every description in Swiss and Ameri- 
can for ladies and gents.—Orders filled 
promptly. 

We also carry a full line of watch cases 
of the latest styles in every description at 
the lowest market prices. 


Write for Catalog. 


CENTRAL WATCH MATERIALS 


& SUPPLY CO., INC. 
134 S. 8th St. Phila., Pa. 


























BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 











wholesale 
8 punonvs 


Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








Philadelphia College of Horology 


q SCHOOL FOR WATCH MAKERS, 
a JEWELERS AND ENGRAVERS 


eS Broad and Somerset Streets 
PHILADELPHIA, PA. 
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q The wholesale jewelry firm of K. Ber- 
kovitz has moved from the basement of 
720 Sansom St. to the first floor rear 6f 
735 Sansom St. 

q Salesmen of The Bailey, Banks & 
Biddle Co., held their annual, stag din- 
ner-outing at Essington, Friday evening, 
April 17. As usual, a swell time was 
had by all who attended the affair 
which was arranged this year by George 
Meell and Charlie Harrison. 

q William Blair, clock and silver jewelry 
buyer for Bailey, Banks & Biddle Co., 
played in the American Bowling Con- 
gress at Columbus, O., on April 18 and 
19. Bill’s a member of the 69th St. All 
Stars who bowled in the big tourna- 
ment’s singles, doubles and team events. 
q The Sansom Street Young Men’s Busi- 
ness Association is planning to erect a 
bronze tablet in commemoration of all 
the boys who left “the street,” for posts 
in Uncle Sam’s armed forces. M. Orloff, 
of the House of Milner, and Robert 
Shifren, of the firm of Isaac Shifren, are 
laying the ground work and will report 
on their progress at the group’s next 
general meeting. 

q Joseph B. Bechtel, head of the firm 
of Joseph Bechtel & Co., wholesale 
jewelers, 729 Sansom St., celebrated his 
77th birthday on April 11 at a party 
in his home. In business since 1894, Mr. 
Bechtel has always been active in trade 
association work, having been president 
of the Sansom Street Businessman’s As- 
sociation several years ago, and is now 
treasurer of the National Wholesale 
Jewelers Association. 


q Jack Levin, manager of Kooperstein 
& Robbins, wholesale jewelers at 136 
S. 8th St. is a patriotic fellow who 
wouldn’t take “no” for an answer when 
he decided to shoulder arms for Uncle 
Sam. Jack’s teeth failed to make sthe 
grade at the Marine Corps’ enlistment 
center in Philadelphia. Nothing daunted, 
Jack went to one of the best dentists in 
town and had $150 worth of work done. 
Then he passed the corps’ physical ex- 
amination with flying colors. 

4 Plans for protecting “Diamond Row,” 
Philadelphia mid-town jewelry center, 
were the chief topic of discussion at the 
April dinner-meeting of the Sansom St. 
Business Men’s Association at the Hotel 
Sylvania. William Pickens, president of 
the group, outlined tentative arrange- 
ments for establishing and equiping an 
air raid post on “the street.” The asso- 
ciation intends to hold a “war dinner” 
during the latter part of May and hopes 
to hear addresses by a number of speak- 
ers from defense agencies. Samuel 
Lashof and Joseph Milner were ap- 
pointed to head committees which will 
arrange for the dinner and speakers. 





Philly Horological Guild Elects 


At its regular monthly meeting in 
April, the Horological Guild of Phila- 
delphia elected officers, viewed a dem- 
onstration of a watch rate recorder and 
admitted several new members. H. R. 
Pedrick, vice-president of the Horolog- 
ical Association of Pennsylvania, was 
selected as_ president of the local 
chapter; J. Young and H. C. Holt were 
elected vice-presidents, and Joseph 
Eisinger was named secretary-treasurer. 
In addition to the officers, the following 


were elected to the guild’s executive 
board: A, Britten, D. Witkin, I. Gluss- 
man and E. Prunty. 

The recorder was demonstrated by its 


owner, L. W. Jones, Jr. and the 35 
members present showed keen interest in 
the delicate machine. 

Mr. Pedrick, a national trustee, will 
represent the Pennsylvania association at 
the annual national convention in 
Chicago May 17-19. 





S. Kind & Sons Observe 
Double Anniversary in May 


On Monday, May 11, the large retail 
jewelry establishment of S. Kind & 
Sons, Philadelphia, plans to observe its 
70th anniversary with an all-day cele- 
bration which will serve the double-pur- 
pose of also honoring Oscar Kind, Sr., 
president, on the 50th anniversary of 
his entry into the business. 

The celebration will include anniver- 
sary ads in newspapers, an open house 
and special decorations at the store, and 
a dinner-dance for 125 employees and 
invited guests at the Warwick Hotel. 
A red rose will be presented to each 
person who calls at the store on the 
anniversary date. 


Arrow Draftees Well Treated 


The Arrow Mfg. Co. has now ten of 
its former employees in the Service, with 
at least six more awaiting immediate 
call. As each of these men enters the 
Service, he is presented by the company 
with a watch, and his salary is continued 
for one month and sent to whatever de- 
pendent he designates. 

The company has had a group life in- 
surance policy in operation for the past 
two years, and in the case of men called 
into Service, the policies are continued. 
All premiums are paid by the company 
as long as the former employee con- 
tinues in the Service of his country. 





AMERICAN AND SWISS MATERIALS 
GENUINE AND IMITATION 


Mainsprings—Staffs—Stems and Jewels 
Watch Crystais—Fancy and Round 
Also Jewelers’ Findings, Tools, 
and Dennison Goods. 

Mail Orders filled promptly 
Write for Catalog. 

CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 


134 S. 8th St. Phila., Pa. 








Z'BNKIE TON 


HAND MADE 
GOLD AND PLATINUM MOUNTINGS 


F. X. ZIRNKILTON 3 2insaistx 


PHILADELPHIA 

















BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free -book ‘Your 


Future and Our # 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 








THE JEWELERS’ CIRCULAR-KEYSTONE 














its 
35 
t in 


will 
| at 
in 


ail 


its 
le- 











q March payrolls in Rhode Island 
jewelry and silverware plants were 2.8 
per cent above February and 17.2 per 
cent higher than March of 1941, the 
Federal Reserve Bank of Boston re- 
ported. 

qA movement is under way here to or- 
ganize retail jewelers in Rhode Island 
into chapters of the ANRJA. Twenty 
retail jewelers attended a meeting which 
was addressed by regional vice-presi- 
dent C. J. Michaels of Hartford and 
national secretary Charles 'T. Evans of 
New York. Because of war-time condi- 
tions, Mr. Michaels said, it was felt to 
be desirable to organize the members 
of the trade to meet the current prob- 
lems and to provide a code of ethics. 

q A survey of several representative 
jewelry stores in Providence shows that 
the greatest worry of retailers is that 
of ability to secure clocks, watches and 
plated silverware. Additions to stocks 
are being received at an exceedingly 
slow pace with none of those interviewed 
expecting any improvement in the situa- 
tion. Queries as to general inventory 
status brought replies ranging from 
“we'll do all right at least until the 
Christmas season” to “if deliveries don’t 
pick up, and we don’t think they will, 
we're going to have a very tough time 
of it.” 

q The Gorham Mfg. Co. of Providence 
reports for the year ended Jan. 31, 1942 
a net profit of $932,167, equal to $4.78 
a share on the capital stock. In the 
preceding year, earnings of $755,429 
amounted to $3.88 per share. The com- 
pany reported that during the year it 
had procured a substantial volume of 
war work within the scope of its equip- 
ment and expects continuing and _in- 
creasing war orders for work of a simi- 
lar character. The company pointed out 
that this work has been taken on a very 
close margin and the profits therefrom 
represent a very small proportion of the 
earnings reported. 

q A. Sidney Rollings, head of the indus- 
trial design department of the Rhode 
Island School of Design, gave a lecture 
and demonstration on “The Spinning 
of Metal” March 29 in the museum gal- 
lery. Assisted by Frederick Hone, an 
instructor of metal spinning at the 
school and an expert in the field, he 
described the history of metal spinning, 
and explained that although it is of 
vital importance in the production of 
war machinery, it is a craft compara- 
tively unfamiliar to the general public. 
Many parts of airplanes are spun, par- 
ticularly the nose of the Allison engine 
and small parts of the fuselage. 


Factories Convert to War Work 
(From page 99) 


from here out, in an effort to swing 
tools and labor into War production. 

In Providence, an industrial specialist 
of the War Production Board is actively 
guiding to the industry such contracts as 
it can handle, while the local WPB office 
is also active along the same lines. And 
the New England Manufacturing Jewel- 
ers & Silversmiths Association is provid- 
ing all possible assistance to its members, 
at the same time urging them to re- 
double efforts to get War work. 


FOR May, 1942 








Procedure in Other Areas 


To gear their factories in whole or in 
part to War sub-contracts, jewelry man- 
ufacturers everywhere in the country 
were urged by Mr. Mehrlust to prepare 
and file the necessary facilities record 
of equipment and man-power with the 
nearest member of the Jewelers War 
Production Committee. 

JWPC members are, besides J. Mehr- 
lust, chairman, 6 W. 48th St., New York: 
Frank Milhening of J. Milhening, Inc., 
Chicago; Benjamin S. Katz of Gruen 
Watch Co., Cincinnati; Carl Bross of 
Traub Mfg. Co., Detroit; L. R. Rather 
of Star Engraving Co., Houston; H. A. 
Herff of Herff-Jones Co., Indianapolis; 
L. R. Meyer of Meyer Jewelry Co., 
Kansas City, Mo.; James A. Apffel of 
James A. Apffel Co., Los Angeles; S. 
R. Donchi of Schuman & Donchi, Her- 
bert Farrow of Lester & Co., Inc., 
Richard Krementz of Krementz & Co., 
A. Shiman of Shiman Mfg. Co., and J. 
Japka of La France Jewelry Co., all of 





Newark; William B. Ogush of Katz & | 


Ogush, Inc., and W. Waters Schwab of 
of J. R. Wood & Sons, Inc., both of New 
York; Daniel C. Gainey of Josten Mfg. 


Co., Owatonna, Minn.; Lewis W. Gib- | 
bons of Fulmer & Gibbons, Philadelphia; | 


Frederick A. Ballou, Jr., of B. A. Ballou 
& Co., Providence; James H. Hetzel of 
Eisenstadt Mfg. Co., St. Louis, and 
Joseph Granat of Granat Bros., San 
Francisco. een 


A. D. Leveridge Joins WPB 
To Supervise Production 
Of Diamond Wire-Drawing Dies 


Athos D. Leveridge, prominent New 
York diamond importer, 607 Fifth Ave., 
has left his business for a post with the 


War Production Board in Washington.. | 


Part of his duties, in the Miscellaneous 
Minerals branch of the WPB, will be to 
supervise the production and distribu- 
tion of diamond wire-drawing dies, the 
bulk of which were formerly made 
abroad. 

No novice at war work, Mr. Leveridge 


ATHOS D. 
LEVERIDGE 





was a Naval officer in charge of organi- 
zational work during World War I. In 
addition to his prominence as inventor 
of the Leveridge millimeter gauge and 
weight estimator, he is a member of the 
Jeweler’s 24 Karat Club of New York, 
the Naval Reserve Officers’ Association 
and various other trade organizations. 

During his term of duty in Washing- 
ton, the firm will be managed by Mrs. 
I.everidge, since his sons, Don R. Lever- 
idge and Dr. Leo Leveridge, are to join 
the military service shortly. 





PIN SPRAY 


Made in beautiful transparent vari-colored 
hard enamels on sterling silver and set with 
genuine marcasites. Attractively priced. 


See our large line of Miraculous Medals 
in Sterling Silver, set with Birthstones, 
Moftor-of-Pearl or Onyx. G/F. Spray Pins. 


FRENCH JEWELRY CO. 


137 S. Eighth St. Philadelphia, Pa. 








REED & BARTON 


SILVER POLISH 


superior polish—made by sil- 
versmiths for jewelers’ use and re- 
sale. 
Freight now prepaid in.U. 8. in 
specified minimum lots — jeweler 
receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 








ENGRAVING - ENGINE TURNING 
DESIGNING - BROCADING 


* 


NORTH ATTLEBORO ENGRAVING CO. 
ATTLEBORO FALLS, MASS 








Sold only direct 
to Retailers 









1 


22 Patterns Sterling Silver 
ANCHESTER 

SILVER COMPANY | 
Providence Rhode Island 
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Don’t Blame 
Your Wholesaler! 


If you can't get 
merchandise, blame 
Hitler, Hirohito 


and Benito. 
* 


Buy War Stamps 
and Bonds 











21 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 
“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 
5S HOPKINS PLACE, BALT!MORE, MD. 








CHULTZ 
TERLING 
HOLLOWWARE 


#2. G. Schultz Company 


423 E. Lomberd St. Baltimore, Md. 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & Séth Sts. 100 E, 42nd St. 
Philadeiphia, Pa. New York City 
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q James F. Orren, manager of the 
Jewel Box in Reidsville, N. C., has been 
elected president of the Retail Mer- 
chants’ Association of Reidsville. 

q Beaumont Davison, Myron E. Free- 
man & Bro. Co., Atlanta, was recently 
elected vice-president of the Atlanta Op- 
timist Club, and will serve during the 
coming year. 

q Jay Engel, head of the wholesale 
firm of J. Engel & Co., Baltimore, home 
after three weeks spent in Miami, Fla., 
was succeeded at that resort by Leon 
Engel, of the same firm. 

q Alvin Magnon, president of the 
Adams-Magnon Jewelry Co., Tampa, 
Fla,. and regional vice-president of the 
ANRJA, has been elected president of 
the Tampa Rotary Club. 

q Grady New has closed the shop 
which he has operated for the past sev- 
eral years in the Peachtree Arcade build- 
ing, Atlanta, and has returned to the 
Cunningham Jewelry Co., in Miami, 
where he formerly worked. 

q After several months of study and 
research, Harry George, of Keller & 
George, Richmond jewelers, has passed 
the examination qualifying him as a reg- 
istered jeweler of the American Gem So- 
ciety. 

q The eighth annual convention of the 
Tennessee Watchmakers and Jewelers 
Association, held on April 26 at the Hotel 
Noel, Nashville, was restricted to a one- 
day affair due to war conditions. All 
displays, banquets, etc., were dispensed 
with in order to condense the business 
portions of the convention into the 
shorter time. 

q J. F. Kohler & Sons, Inc., Richmond 
jewelry firm which celebrated its 86th 
anniversary on April 1, can boast of 
three generations in the business. Found- 
ed by John F. Kohler, a native of Han- 


over, Germany, in 1856, the firm was in- 


corporated in 1900, when Mr. Kohler’s 
sons, C. Fred Kohler and E. C. Kohler, 
were admitted to partnership. Recently, 
John F. Kohler II, a grandson of the 
founder, assumed the vice-presidency of 
the firm, marking the entrance of the 
third generation into the establishment. 

q The first of a series of lectures and 
discussions on the hair-spring and ap- 
pointment of committees for the coming 
year featured the April meeting of the 
Atlanta Watchmakers’ Guild on April 
14. The lecture was given by H. E. 
Kelly, Schneider & Son, and was fol- 
lowed by a general discussion of hair- 
spring regulation. The watchmakers 
voted to continue the discussion at their 
next meeting and a program committee 
was appointed, consisting of Mr. Kelly, 
R. M. Nahlick, Claude S. Bennett Co., 
and T. L. McCleskey, Holzman’s. The 
membership committee consists of E. H. 
Smith, H. W. Bookout Co., and B. J. 
Burt and W. R. Kingston, LeGrand 
Jewelry Co. An entertainment commit- 
tee was appointed to consist of Carl Har- 
ris, Claude S. Bennett Co.; B. F. Beasley, 
H. W. Bookout Co., and A. E. Bair, 
Maier & Berkele, Inc. 





Richmond Retail Jewelers 
Form New Association 


Retail jewelers in Richmond, Va., have 
formed a permanent organization, the 
Richmond Jewelers Association, to meet 


problems arising from the national emer- 
gency. The group will be affiliated with 
the Virginia RJA and the ANRJA and 
will act as a clearing-house for the in- 
terpretation of the new rulings which 
now govern many aspects of the trade, 

At the first meeting, the following offi- 
cers were elected: president, J. F. Koh- 
ler, J. F. Kohler & Sons, Ine.; vice- 
president, A. Vernon Spott, and secre- 
tary-treasurer, Charles S. Stoller. The 
first function of the association was to 
act as host to the delegates attending 
the joint convention of the Virginia and 
North Carolina RJ A’s, held in Richmond 
April 26-28. This meeting was the first 
jewelers’ convention held in Richmond 
in 20 years. 


MAN WITH FISH 








Nathan Newman, president of Silberman, Kohn 
& Wallenstein, Inc., New York manufacturers, can 
always open a fish store if the jewelry business 
falls to pieces. During his recent sojourn in 
Florida he managed to catch the spectacular 
specimens pictured above: a 28 Ib. barracuda, 
a 52 Ib. grouper and a 43 Ib. amber jack. The 
object to Mr. Newman's starboard is not, as one 
might suppose, a dog-fish, but a recently ac- 
quired member of the Nathan family—wire- 
haired type. 

















ROMANCE ISN'T 
BEING RATIONED 


Love is booming ... so get your 
share of the profitable diamond busi- 
ness. Look to the U. S. Jewelry Com- 
pany for a brilliant array of quality 
diamonds . . . pure, perfect, beautiful 
diamonds that will build customer 
confidence in your establishment. 


US CO 


Baltimore & Liberty Sts., Baltimore, Md. 
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New Directors, Old Officers 
Result of Texas Convention 
Attended By Over 200 Jewelers 


The Texas RJA, 200 strong, re- 
elected its entire executive committee 
and chose five new directors at its 36th 
annual convention held March 22-24 at 
Beaumont, Texas. San Antonio was 
designated as, the, scene of next year’s 
meeting. 

The new directors are M. L. Jacobs, 
Beaumont; H. L. Barnett, Mineral 
Wells; O. B. Brecht, Dallas; V. Halton, 
Fort Worth, and Ed Harken, San An- 
tonio. The re-elected officers include 
Melrose Tappan, Sherman, president; 
B. L. Burner, Austin, first vice-presi- 
dent; Rex Smith, Abilene, second vice- 
president; C. W. Varner, Bryan, record- 
ing secretary, and H. E. Dill, Dallas, 
executive secretary and treasurer. In 
addition; B. O. Perdue, Crockett, and 
R. J. Slagle, Houston, were re-elected 
to the board of directors. 

Henry W. von Unruh, Cincinnati, 
president of ANRJA, was the principal 
speaker, pointing out that jewelers are 
contributing whole-heartedly to  na- 
tional defense and are the heaviest 
taxed of all businesses. In preparation 
for individual participation in the war 
effort, he suggested that each jeweler 
train special assistants to take over in 
case of a call to Service. 

Brief talks were given by R. J. Slagle, 
Houston, ANRJA_ vice-president, who 
discussed the national publicity pro- 
gram, and Myron Everts, Dallas, past- 
president of ANRJA, who gave point- 
ers on reporting the jewelry tax. In 
addition, J. B. Herrington spoke illumi- 
natingly on Army post exchanges, 
Glenn Hicks discussed the pulling power 
of show windows, W. D. Gentry held 
forth on Federal Reserve Credit Regu- 
lation W, and Norman:. Teguns_re- 
viewed the prospects for the watch 
business in 1942. A _ representative of 
the U. S. Treasury Department dis- 
cussed facts about the jewelry excise 
tax and, after the various talks, a round- 
table discussion of mutual problems was 
held. 

One of the most outstanding aspects 
of the convention, aside from the busi- 
ness portions and speakers, was the ex- 


























! ECONOMICAL! 
And 
EASY TO USE 


KANTOR’S 
: Sunshine 
SILVER POLISH | 


Made especially 
for Silverware 
Recommended by Jewelers and 
Silverware manufacturers as an 
efficient cleaner and polish that 
restores to tarnished and soiled 

silver its original lustre. 
3 sizes—4 0z., 8 oz., 16 oz. Retail 















| for 30¢, 50¢, 85¢. Counter dis- 
play FREE. 






Order From Your Wholesaler or Write 


KLEIN & SON: Montgomery, Alabamo 







FoR May, 1942 








CLAP! 








Deep in the Heart of Texas 


The above trio, taking time out for business 
affairs at the Texas RJA Convention, gra- 
ciously posed on the sunny side of the San 
Jacinto monument, Fort Worth. Left to 
right they are: Bill Barnes, a director of the 
Texas RJA; Myron Everts, past president of 
ANRJA, and Henry W. von Unruh, presi- 
dent of ANRJA. 


hibition of an old English water clock 
by R. J. Slagle, Houston. A bulky, hand- 
carved affair which tells time by means of 
falling water, the 260 year old time- 
piece has been shown in almost every 
museum in America. 








Jeweler Reports Suspicions 


Mrs. J. C. Cogburn, manager of the 
Cogburn Jewelry Co., Panama City, Fla., 
has informed THe Jeweters’ Crrcuar- 
Keystone that a man, representing him- 
self as Don E. Kirk, Jr., a salesman for 
the D. E. Kirk Co., suite 1100, Monad- 
nock Building, Chicago, has taken orders 
for plastic and metal advertising calen- 
dars and cigarette holders. After paying 
an $8 deposit for such articles, she 
waited two months and then wrote the 
company. Her letter was returned bear- 
ing the legend “No such Room Number,” 
and investigation has revealed that the 
company, which also lists a New York 





address, is not in the New York direc- | 


tory. 





Would Paint Clocks at 7:55 


At the April meeting of the Horologi- 
cal Association of California, President 
S. P. Dayton proffered the suggestion 
that association members have their sta- 
tionary clock dials repainted so the hands 
will be set at 7:55, this being the time 
of the Japanese attack on Pearl Harbor. 
Dayton advised that all such clocks in 
his establishment had been so changed 
and that he had cards printed calling at- 
tention to the significance of the time 
shown. 





4q W. C. Henningsen of Fayetteville, N. 
C., has now assumed the position of 
watchmaker with the Davis jewelry 


shop, Welch, W. Va. 





KEEP 'EM FLYING! 


DISPLAY 
STAND 


Attractive, sale- 
compelling blue 
mirror background 
on wooden pedestal 


gift sho 


transferring from oven. 


plus Federal tax 


KARVIT 


CARVING TONGS 


SURE SALES 
SURE PROFITS 


Puts "oomph" in your window and 
. ..@ timely item on 
which thousands of dealers are 
cashing many dollars regularly. 


TONGS for holding roast or fowl 


on platter while carving, or for 


PROMPT DELIVERIES GUARANTEED 
IF YOU ORDER N..O..W! 


CHROME FINISH 
$13.80 per doz. 
retails for $2 


QUADRUPLE SILVER PLATE 
$27.00 per doz. 
retails for $4 











































Profitable Sideline for 
Salesmen . . Write Us 











KARVIT DIVISION 


THE QUEEN CITY BUCKLE MFG. CO. 


CINCINNATI, 
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C. B. RICH CO. 


WATCH DIALS REFINISHED 
CHICAGO, ILL. LA CROSSE, WIS. 












29 E. Medison St. Rivoli Building 
8th Floor * 4th Floor 
Central $5096 Phone 2445-J 











CENTRAL DIAL COMPANY 





WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 














Srcomparable 
Which Case Fgbaning 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO 

29 E. Madison St. 


{soa 


* CHICAGO, iLL. 








FULLERS QB FINDINGS 


For 84 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 
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q Ted Moeller of Waterloo, Iowa, has 
joined the staff of the M. E. Reilly 
jewelry store, Oskaloosa, as watchmaker. 
q Leo Lynch, for several years with 
the New York office of the Waltham 
Watch Co., is now associated with their 
Chicago office. 

q Oscar Blankenmeister, St. Louis whole- 
saler, spent a few days in Chicago re- 
cently .while on a buying trip which in- 
cluded: Providence and other markets of 
the East. 


q Austin Clark, A. C. Becken Co., 
visited, their Southern office at Tampa, 
Fla., last” month and just to make sure 
there would be no idle hours took along 
a supply of golf balls. 

q Jacob Goodman and daughter, Sarah, 
of Goodman & Co., Indianapolis, Ind., 
wholesalers, spent a week in Chicago 
during April buying merchandise and 
visiting friends in the trade. 

4 “Bill” Gallup, manager of the Key- 
stone Watch Case Co. material depart- 
ment in New York, spent several days in 
Chicago during April on business and 
contacting friends he made here years 
ago while traveling out of the Chicago 
office. 

@ Weksler & Goodman, importers and 
distributors of Alton watches and dia- 
monds, have remodeled and rearranged 
their quarters on the 10th floor of the 
Maller’s Bldg., making additional floor 
space and vault room available as well 
as increasing the efficiency of both office 
and shop. 

4 At the regular monthly meeting of the 
West Side Retail Jewelers Association 
beld on Avril 13, James Hadraba, 3751 
W. 26th St., was elected president to 
succeed Frank Doudera, who recently 


resigned. James Dutka, 3619 W. 26th 
St., succeeds Mr. Hadraba as_ vice- 
president. 


q Louis A. Schwob, New York watch 
wholesaler, who came to Chicago on ac- 
count of the death of his local manager, 
Mathias J. Yunn, has appointed E. H. 
Camp as his successor. Mr. Camp is 
well qualified as a watch man and has 
been associated with that line in Chicago 
for many years. 

4q Jan Taeyaerts, diamond cutter on the 
13th floor of the Pittsfield Bldg., iost 
several thousand dollars worth of cut 
and uncut diamonds one afternoon in 
late March when two bandits cowed him, 
his wife and bookkeeper and three cut- 
ters and locked them in the back room 
of the shop. Ignorance of the diamond 
business is probably responsible for the 
bandits overlooking nearly $20,000 worth 
of cut diamonds in papers in the safe 
and showcase. 

4 Edward A. Manheimer, treasurer of 
the Manheimer Watch Co., who cele- 
brated his 81st birthday during March, 
and who has been associated with the 
business since it was moved from Indian- 
apolis to Chicago in 1884, has resigned 
active participation in the management 
of the company, effective May 1. Mr. 
Manheimer enjoys excellent health and 
has not missed a day from his office on 
account of sickness in many years. He 
invites any of his friends who wish to 
know how he is putting in his time this 
summer to visit his home and see his 
garden. 











Chicago Jewelry Manufacturers 


To Seek War Work 


Meeting April 16 at the Palmer House, 
Chicago, the Chicago Jewelry Manufac- 
turing Association made plans to go 
after war work in earnest. A committee 
of three, Albert Friedman, Sigmund Laz- 
arus and Henry Brookstra, was appoint- 
ed to conduct the campaign in an effort 
to secure contracts for fine precision 
work, welding and soldering, offering 
their full facilities. 

One method has already been put into 
effect to reach concerns requiring this 
kind of work, the placing of advertise- 
ments in publications like Iron Age. 
Every member has pledged his full co- 
operation in making all facilities avail- 
able for the purpose of increasing war 
material production. 





Chicago Jewelers’ Association 
Gives $1,200 to USO 





Thomas G. McMahon, treasurer of the 

Chicago Jewelers’ Association, present- 

ing a check for $1200 to Jeffrey R. Short 
of the U.S.O. 


At the regular April luncheon meeting 


of the Chicago Jewelers’ Association, 
Thomas G. McMahon, treasurer of the 
group, turned over a check for $1,200 to 
Jeffrey R. Short, president of the Chicago 
USO, as the association’s contribution 
toward Chicago efforts to entertain ser- 
vice men. In addition, Mr. McMahon re- 
ported that a balance of nearly $5,000 
was in the treasury after all bills were 
paid. 

While the scheduled speaker, Floyd W. 
Leonard, OPA administrator in charge 
of jewelry and silverware, was unable to 
leave Washington to address the group, 
the more than 100 members present were 
treated to an illuminating and interest- 
ing talk on the war situation in Europe 
by Dr. Garard Shocker of Northwestern 
University, well-known radio commenta- 
tor. William H. McGreevy, chairman of 
the golf committee, announced that the 
annual outing would be held on June 11 
at Brookwood Country Club, the home 
club of R. Schell Hulbert, Oneida, Ltd., 
slated to be president of the association 
before June. 


Named to OPA 

4 Durward Howes, president of B. D. 
Howes & Son, Los Angeles, retail 
jewelers in the Wilshire Boulevard dis- 
trict, has been appointed assistant to 
the chief of the Office of Price Admin- 
istrator for Southern California. 
Marion S. Elliott is managing the store 
during Mr. Howe’s absence. 
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OBITUARIES 


Epwarp H. Acktey, retired Newark, 
N. J., jewelry manufacturer, died April 
1 at Winter Haven, Fla. He was in 
business in Newark for half a century. 

Wasu Aten, 82, Rushville, Ind., 
jeweler for 42 years, died in Kokomo 
March 19. He had retired from business 
in 1935. 

JosepH M. ANnsiincer, 42, Evansville, 
Ind., jeweler, died at work April 10. 
He had learned the jewelry business at 
the age of 14 and had remained in it 
thereafter. 

Tuomas S. Arruur, 77, retired jeweler 
of Fond du Lac, Wis., died March 24. 

Cuartes H. Barnum, 80, owner of the 
C. H. Barnum Jewelry Co., New York, 
died at his home in Brooklyn April 8. 
He had established his company 50 years 
ago. 
er. A. Brennan, 74, a salesman for 
Harry Newburg, New York wholesaler, 
died at his home in Leonardo, N. J., 
April 1. Formerly connected with the 
Morris Weil Co., Henry Froelich, Low- 
Wienhauser and R. S. Gatter, he had 
covered eastern Pennsylvania and New 
Jersey for Newburg for the past 15 
years. 

James J. Davis, 84, Jackson, Ohio, 
jeweler, died March 19. Starting to 
work for Harry Bedel in Jackson 67 
years ago, he was made partner a short 
time later. On the death of his associate, 
the firm name was changed to J. J. 
Davis & Son. 

Frank H. Hewirt, 59, Newark, N. J., 
manufacturing jeweler for 25 years, 
died March 11. 

Joseph C. Hickingbotham, Sr., vice- 
president of Shreve & Co. retail jewelry 
store, San Francisco, died April 8 after 
a heart attack. 

Epwarp Israer, retired Connersville, 
Ind., jeweler, died at Northampton, 
Mass., in March. In the jewelry business 
for 48 years, he retired last July. 

Jutius J. Jenxins, 92, president of J. 
Jenkins & Sons Co., Baltimore manufac- 
turers, died April 13. A native of Ger- 
many, he worked at one time for Bailey, 
Banks & Biddle, Philadelphia, establish- 
ing his own business in Baltimore 40 
years ago. He retired nine years ago. 

ARMAND Jessop, 66, president of J. 
Jessop & Sons, San Diego, Cal., jewelers, 
and extremely active in jewelers’ associa- 
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THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 

allet forks, etc., 
or all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 





USED MOVEMENTS 


Good Condition 
Good Dials 
-Size Elgin, Waltham 
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tion work, died April 16. Always a leader 
in his community and his state, Mr. 
Jessop served ANRJA as vice-president 
for the Pacific region in 1925-26, and at 


the urgent request of the executive com- | 


mittee, again accepted the responsibility 


in 1940. He was a member of the orig- 


ARMAND 
JESSOP 





inal Jewelry Tax Committee during the 





first World War, and a member of the | 


present Jewelers’ Tax Committee and 
ANRJA’s Silver Committee. He was a 
member of the advisory committee of 
the HIA, the Gold and Silversmiths’ 
Association of California and the Cali- 
fornia R.J.A. Born in England, he had 


been engaged in the retail jewelry busi- | 


ness in San Diego for 51 years. 

Cuartes P. Kern, 64, retired Newport, 
Pa., jeweler, died in Harrisburg March 
25. He had been in business for 35 
years. 

Roserr C. Knox, 39, assistant secre- 
tary and assistant treasurer of the 
Jewelers Board of Trade, died suddenly 
April 9 in the offices of the Interna- 
tional Silver Co., Meriden, Conn., where 
he had gone on a busness trip. Death 
was apparently due to a heart attack. 
Originally connected with the Rhode 
Island Printing Co., in 1929, Mr. Knox 
became associated with the Jeweler’s 
Board of Trade, being appointed to the 
assistant secretary-treasurer’s position 
in 1932. In this capacity he was known 
to members of the jewelry’ trade 
throughout the East. 

Frank J. Krvue, 43, operator of a 
jewelry store in Hudson, N. Y., for the 
past six years, died of a heart attack 
in Poughkeepsie April 5. 

Vicror M. Lorcn, 79, Louisville, Ky., 
jeweler for 64 years, died April 2 after 
an illness of two years. 

ArtHur W. Massett, 59, Quincy, Cal., 
jeweler, died March 15. A native of 
Whitehall, N. Y., he was employed in a 
jewelry store in Orioville, Cal., moving 
to Quincy with his own store in 1926. 

Henry Mvetter, 72, St. Louis, Mo., 
died April 6. Born in Austria, he con- 
ducted his business on Olive St. for 30 
years. Timepieces had been sent to him 
for repair from as far as the Belgian 
Congo, and he was the only man to ad- 
just the seismograph instruments at St. 
Louis University. 

Frep L. Netson, 66, Jamestown, Ohio, 
jeweler and optometrist, died as a result 
of a heart attack March 17. 

Lreonarp M. Netson, 62, president of 
O. M. Nelson & Son, Madison, Wis., died 
April 13. He was president of the Na- 
tional Jewelers Mutual Fire Insurance 
Co., and vice-president of the Wisconsin 
RJA. 

Harry Penn, owner of the firm bear- 
ing his name at 728 Sansom St., Phila- 
delphia, died April 15. 

(Please turn to page 119) 
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The RADIUM DIAL 


We can convert 
any dial into 
a radium dial. 


Suggest This Service 
to Your Customers 
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Coast to Coast Service 


KIRK-RICH DIAL CORP. 


Heyworth Bildg., CHICAGO 
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COVERS 8 HAZARDS 


EXTENDED COVERAGE 
ENDORSEMENT 


Now! Your property can 
be protected against all 
these hazards in one 
policy! 
Covering: 

Fire Loss 

Windstorm 

Hail Loss 

Explosion 

Aircraft 

Vehicles 

Smoke Damage 

Riot Loss 


Write today for full 
particulars. 


Present dividends on fire policies 
33 1/3%—25% on windstorm and ex- 
tended coverage. 


AT FC Oe o 
EWELER 
MUtTU-A 


FIRE INSURANCE COMPANY 
JEWELERS iNSURANCE BUILDING 
NEENAH, WISCONSIN 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING - ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pitteburgh Life Bldg., Pittsburgh, Pa 
Telephones: AT.7848 - AT.4959. 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 








403 Clark Bldg., Pittsburgh, Pa. 
HERBERT HAASE 
Wholesale 


DIAMONDS -MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantie 2455 
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Gold or silver leaf. Clear, new type. 
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HELM & HAHN CO. 





(SO Ree ings 


e 
MANUFACTURERS BLDG. 
PITTSBURGH, PA. 
























q Leonard Rosenthal of Mills Credit 
Jewelers, Lockport, N. Y., called upon 
Pittsburgh wholesale jewelers recently. 

q Norman DeRoy, of Joseph DeRoy & 
Sons, Smithfield St., and Mrs. DeRoy, 
have returned from a vacation spent in 
Florida. 

q William J. Kappel, head of the Kap- 
pel & Busch chain of credit jewelry 
stores, and Mrs. Kappel have returned 
from a sojourn in New York. 

q Gus Bastheim, president of the 
Henry Wilkens Co., Liberty Ave. credit 
jewelers, has returned from Florida 
where he spent an extended vacation. 

q David Weis, head of David Weis & 
Co., wholesale jewelers, Clark building, 
has returned from an extended sales trip 
through West Virginia and Ohio. Mr. 
Weis reports very good business. 

q Emil Freyer, president of the Sam- 
uel Weinhaus Co., 808 Liberty Ave., is 
home from Florida. He is looking ex- 
ceedingly well and spent considerable 
time on the golf courses in the Soath. 

q Leonard D. Helfer, president of the 
Retail Jewelers’ Association of Western 
Pennsylvania and head of Helfer’s credit 
jewelry store, Liberty Ave., spent some 
time in New York recently on business. 

q John Joseph, Pittsburgh district 
manager for M. A. Mead & Co., Clark 
building, has returned from a four weeks’ 
vacation at Miami Beach. Jack Mont- 
gomery of Chicago, son of Mead Mont- 
gomery, president of the firm, spent some 
time in Pittsburgh recently. 

q Walter M. Bonn, formerly treasurer 
of the M. Bonn Co., 713 Penn Ave., has 
succeeded Herman Cerf as president. 
Mr. Bonn has announced the opening of 
a New York office at 303 Fifth Ave. Mr. 
Cerf is now retired and lives in Atlantic 
City. The firm reports brisk business. 

q The 26 employees of the Samuel 
Weinhaus Co., wholesale jewelers, 808 
Liberty Ave., have subscribed 100 per 
cent for payroll defense bonds. So far 
as is known, the Weinhaus firm is the 
first member of the Pittsburgh jewelry 
trade to be able to fly the payroll de- 
fense flag for 100 per cent participation 
in financing the war effort. 

q Pittsburgh wholesale jewelers report 
a very good volume of business for this 
time of year. Although there is a scarc- 
ity of certain articles, notably watches, 
for the most part business is moving 
ahead as usual. Optimistic reports also 
come from members of the retail jewelry 
trade and merchants are looking forward 
to a big graduation and June bride busi- 
ness. 


98 Per Cent of Pennsylvania 
Watchmakers Favor Licensing 


The first results of a poll of Pennsyl- 
vania watchmakers and jewelers, con- 
ducted by I. Binstock, legal alvisor of 
the Pennsylvania Horological Associa- 
tion, indicate that 98 per cent of those 
of the profession favor the licensing 
of watchmakers. J. Phillip Sommer, 
secretary, has announced that a cam- 
paign is now being conducted. prepara- 
tory to the next sitting of the legisla- 
ture, to introduce a bill requiring such 
licensing. At present such laws are 
in effect in Wisconsin, Indiana, Oregon, 
and Ohio. 
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DIAMONDS 
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JEWELRY 

CLOCKS 
SILVERWARE 





THE 
SAMUEL 


WEINHAUS 


COMPANY 
800-808 LIBERTY AVE. 


PITTSBURGH —— PA. 





MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 


BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATiantic 2336-7 

















DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This book of all gems gives complete 
definitions of every stone used by 
jewelers from Achates (ancient 
name and origin of Agate) to Zircon 
and Zonochlorite with their specific 
gravity, chemical composition, crys- 
tallographic origin, hardness, refrac- 
tive index, etc. 


It is a valuable ready reference list 
for the retail jeweler, manufacturer, 
importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% 
inches. 
THE JEWELERS' 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
Séth & Chestnut Streets, Philadelphia, Pa. 
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HALL BROS. & CO. 


Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 


Granat Mfg. Co. 
Stylists in 
Engagement and Wedding Rings 











Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 








Established 1895 
THE W. J. JOHNSTON 
| COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershey 
; Wm. A. Jones 








PENNWOOD 
NUMERAL CLOCKS 


The complete material inventory of the PENN- 
WOOD COMPANY was purchased by me from 
the Trustee in Bankruptcy. 


Servicing of all Pennwood Numeral Clocks con- 

tinues without interruption, and genuine, orig- 

net Ponawese parts remain available to the 
rade. 


Information and prices are promptly sent, on 


request, to Jewelers, Clock-parts Jobbers, and 
Clock Repairers. 








eg cad PENNWOOD 
BERGMAN NUMERAL CLOCK SERVICE 
VICE-PRESIDENT MeKenna Bullding 
PENNWOOD First Ave. & Ross St. 
co. PITTSBURGH, PA. 
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5 Months of Jewelry Tax 
Indicate Yearly Total 
Equal to U. S. Estimate 


Collections of the Retailer’s Excise Tax 
on jewelry for the first five months of its 
operation indicate that receipts for the 
first year will amount to almost the precise 


sum prophesied by the House Ways and | 


Means Committee in its estimate of 
revenue. Collections for the month of 
February, as reported by retailers 
throughout the country during March, 
amounted to a total of $4,248,651.74, ap- 
proximately 50 per cent less than those 
in January. 

At the time of the passage of the tax 
bill in July, 1941, the estimated full year 
yield of the jewelry tax was placed at 
$56,300,000. Since jewelry sales for the 
October-February period normally ac- 
count for 51 per cent of the annual sales 
volume and the jewelry tax has yielded 
$27,364,562 for these five months, it is 
likely that receipts of the tax for the 
first 12 months of operation will closely 
approach the estimated figure. 

While the 50 per cent February de- 
crease in tax collections may, at first 
glance, appear at variance with the cus- 
tomary sales index which indicates that 
February sales are normally only slightly 
less than those of the preceding month, 
one must take into consideration the fact 
that a large percentage of the January 
return was accounted for by taxes paid 
on installment purchases contracted in 
December, and paid up in January some- 
what earlier than expected, due to higher 
wage levels. January collections, too, 
were probably swelled to some extent by 
the plugging up of various loopholes in 
the tax-collection machinery, whereby 
taxes actually due for several preceding 
months were finally collected in that 
month, 

The following comparison shows the 
collections under the tax law since it 
went into effect last Oct. 1. 





Customary 

Amount Percentage 
of Tax of Year’s 

Month of Sale Collected Total Sales 
October ...... $1,739,464.79..... 7.0% 
November .... 3,720,419.74..... 8.2% 
December . 9,872,331.40..... 25.2% 
POUUGEY ..5 5.3 8,283,693.40..... 5.6% 
February ..... 4,248,651.74..... 5.2% 
$27 364,561.07 51.1% 





California Horological 
Re-elects J. J. Nooyen 

For the third consecutive year, J. J. 
Nooyen, Santa Monica, Calif., jeweler, 
was elected president of the California 
Horological Association at the annual 
meeting in Los Angeles. He was also 
named delegate to the UHA convention 
in Chicago, May 17-19. 


Kansas RJA Elects Buchroeder 


The Missouri RJA held its annual con- 
vention in Jefferson City, April 20, 





electing John Buchroeder of Columbia, 
president, Harry L. Carter, Kansas City, 
vice-president, and Fred Sands, also of 
Kansas City, secretary-treasurer. 
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DIAMOND SETTING 


JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 
TRIANGLE 
JEWELRY MFG. CO. 
216 Clark Bidg., Pittsburgh, Pa. At. 7723 








J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


Sete ieemnene 


502 Clark Bldg. Pittsburgh, Pa. 











Pittsburgh 
Wholesalers 
and 
Manufacturers 
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Jewelry Need 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 
i221 PENNSYLVANIA AVE 
PITTSBURGH, PA. 














KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 
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THE HOUSE OF 
SPECIAL ORDERS 
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Prompt Service 
Designs on Request 


LITWIN and SONS 


714 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 






































































































































































KLEIN BROS. CO. 


617 VINE STREET 
CINCINNATI, OHIO 


Our Salesmen are out with 
NEW SPRING LINE 
Beautiful! Be sure and see! 





JEWELRY (Atesr’stytes 


POPULAR PRICES 
DIAMOND RINGS NEWEST MOUNTINGS 


KENWOOD WATCHES PEPENDABLE 





Greenwold Grift Co. 
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th STREET 


Of Quality and Service 


CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zones s 


WES] 


Lines of quality and style that give you pro- 
tected profit You can recommend these lines 
to your customers with confidence 



















































































PROMPT SERVICE ALWAYS 


GERWE-FROHMAN CO. 


Wholesale Jewelers 


CINCINNATI 






























































WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 












































GROF 


MANUFACTURING COMPANY 
JEWELERS 


Special Orders — 


Designers 
800 Schofield: Bldg., Cleveland, Ohio 


Main 9718 
0. J. GROENE ee 
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q Postponed because of construction de- 
lays, the opening of the new store of 
Adolph Simon, at 3624 Harrison Ave., 
Cheviot, was held April 25 instead of 
earlier in the month. Located across 
the street from his old location, the new 
quarters are larger and include all mod- 
ern features. 

q Successful in his first candidacy for 
office in the Cuvier Press Club, Cincin- 
nati business, professional and _ news- 
paper men’s organization, Hobart Weh- 
king, head of Wehking Jewelry Co., Inc., 
914 Main St., was elected a_ trustee 
April 11. He is a veteran member of 
the group. 

q Henry von Unruh is captain of his 
bowling team which is battling to finish 
first in the Walnut Hills Business Men’s 
league. Albert Laumann, von Unruh’s 
competitor in the Peebles Corner dis- 
trict, is also a member of the team. 
The quintet is now placed third among 
25 teams, with the season drawing to a 
close. 

q The last job performed by Miss Elaine 
E. Topmoeller, artist at Schumer Bros. 
Co., manufacturing jewelers, 5 E. Third 
St.. was to design her own wedding 
ring. Giving up the job with the firm 
which she had held for more than a 
year, she was married on April 6 to 
Ensign Frank L. Daum, of the U. S. 
Navy. The ring fashioned from a gold 
band that had been in her parent’s fam- 
ily for many years, was made by cutting 
out sections and inserting platinum and 
diamond settings in a leaf and flower 
design. 

q As the bowling season neared its end 
two groups of jewelers bowed it out with 
parties at ‘local alleys. On March 27 
most of the employees of Schumer Bros. 
Co. turned out to mow down the pins, 
and the high individual score was rolled 
by Paul Schumer, runners-up being 
Bob Hengehold and Robert Stocker. 
The other party was attended princi- 
pally by employees of the Newstedt Co., 
including John Kramer, Fred Hegner, 
George Warren and Harvey Hinkle. 
However, George Kleier, of E. Wagner 
& Sons Co., captured the high-score 
honors. 

q The J. C. Hockett Co. was _ incor- 
porated April 4 to take over operation 
of five jewelry stores in Greater Cin- 
cinnati. A. Sauer & Co., manufacturing 
jewelers at 439 Race St., which holds 
the principal interest in the incorpora- 
tion, announced through its president, 
Albert Sauer, that organization of the 
new holding had not yet been completed. 
The Sauer Company absorbed the origi- 
nal store in the chain about 12 years 
ago, when it was operated in Madison- 
ville by J. C. Hockett. New outlets 
have since been opened in Mount Wash- 
ington, Cheviot, Norwood and Erlanger, 
Ky. 

q Charles Rieckel of Cynthiana, Ky., at 
106 the oldest retired jeweler and oldest 
baseball fan in the country, was not 
present at the Cincinnati Reds’ opening 
game, April 4. It was the ‘first time 
he had been absent from the annual 
event in nearly 40 years. He gave 
no reason for his absence, assuring re- 
porters that his health was “excellent.” 
His interest has not dimmed in the na- 
tional pastime, he declared, pointing out 











that he had followed closely all the pre- 
season activities in the major leagues, 
q Four members of the local jewelry 
fraternity are recovering for illnesses; 
Phil Haas of Haas, Inc., who underwent 
an operation; Joseph Dilger of Notch 
Co., who suffered an attack of grippe; 
Clifford Bennett of the Frank Herschede 
Co., and Frank Renke of the Gerwe- 
Frohman Co. 

q Despite war priorities and other ad- 
verse conditions affecting their industry, 
Cincinnati jewelers tabulated Easter 
sales this year which they said were 
equal to or in some cases better than 
those of the same period of 1941. Unable 
to fill orders for some articles such as 
plated materials, manufacture of which 
has been curtailed or entirely stopped 
because of the war program, they found 
a ready market for items not under 
Government ban. Wholesale jewelry 
houses also had no complaint to make. 
q Along with other Cincinnati mer- 
chants, jewelers have joined in observing 
Defense Night each Monday evening 
when stores are kept open until 9 P. M. 
to accommodate war workers unable to 
make purchases during the day. With 
many of the jewelry stores located a 
distance from the downtown shopping 
area, business during those nights has 
not been outstanding. 

q Bad luck is traveling in a vicious cycle 
for the Getz Jewelry Co. which operates 
three Cincinnati outlets. Several weeks 
ago the firm’s officials breathed easier 
when a gang of jewelry thieves, be- 
lieved responsible for five thefts within 
a several-month period at the Walnut 
Hills store, was rounded up by police. 
Shortly afterward the downtown store at 
7th and Vine was the scene of a fire 
which destroyed considerable stock and 
caused temporary abandonment of the 
quarters. On March 16 crime returned 
to haunt the officials, a window-smash- 
ing thief escaping with 10 watches val- 
ued at $200 from the display window 
of the Walnut Hills store. Thoroughly 
aroused, Max Franklin, manager, placed 
an armed guard on duty. Less than 
two weeks later six watches and a num- 
ber of diamond rings valued at $350 
were taken in a similar robbery at the 
firm’s Norwood store, Main and Bennett 
Aves. 


Gruen Receives Contract 
For Electrical Instruments 


The Gruen Watch Co. is preparing 
itself to take part in the Govgrnment’s 
war effort with execution of a contract 
between the concern and the Triplett 
Electrical Instrument Co., Bluffton, O., 
for the manufacture of 150,000 electrical 
indicating measuring instruments. With- 
holding the precise nature of the de- 
vices, Benjamin S. Katz disclosed, how- 
ever, that they would be in general use 
by every branch of the armed service. 

Several months will. be required for 
engineering and tooling up, and actual 
production is expected to be started by 
late summer. Mr. Katz stated the com- 
pany would continue manufacture of 
such watches as did not interfere with 
its war work, stressing production of 
those especially designed for defense 
service. 
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q Walter Wigmore, for several years in 
the retail jewelry business at Norfolk 
Downs, sold his business and retired. 
q.L. Rogers, a widely-known atch- 
maker in New England, has joined the 
technical staff of W. E. Blanchard, 
Glouster, Mass., retail jeweler. 


q Members of the Worcester Guild, 
UHA, have appointed a committee to 
perfect plans for their annual outing 
to be held in Northboro, Mass., early in 
August. 


q Leslie Johnstone, Hyannis, Mass., 
jeweler, has been giving a germ he 
picked up somewhere a tough battle for 
several weeks. Latest reports indicate 
that Leslie won and is now back at 
business. 

q David Percival, Jr., of D. C. Percival 
& Co., Boston, is a familiar figure in 
the yachting circles of the north shore 
at Marblehead. He is keenly interested 
in the small one-man crafts sailing the 
Charles River basin. 


q Massachusetts branches of the U.H.A. 
held a meeting at Worcester, April 12, 
with delegations from all local guilds 
in attendance. Ray Ricard, Lowell, and 
Earl Gilman, Springfield, were elected 
as delegates to attend the national con- 
vention in Chicago, May 17, 18 and 19. 
4 Bigelow-Kennard Co., at its new up- 
town store, 384 Boylston St., opened its 
lighting studio in a specially designed 
pine-paneled room, April 1. The display 
covers a complete range of lamps and 
lighting equipment and includes do- 
mestic and imported lamps, antique. 
semi-antique and modern fixtures. 

q The Washington Jewelry Co., retail 
jewelers located in Boston, Waltham, 
Fitchburg and Brockton, presented all 
employees who had been with the firm six 
months or more an Easter gift of a 
War Bond. War Stamps were given to 
all those with less than six months 
service. : 

q.S. C. Crosby, retail jeweler of Whit- 
man, Mass., has ‘opened a new store just 
opposite his old location which was de- 
stroved by fire just before Christmas. 
In the new shop, with attractive fix- 
tures and service departments and an 
up-to-date stock, Mr. Crosby can once 
more serve his growing list of North 
Shore customers. 


q The New Hampshire RJA, for several 
years accustomed to holding its annual 
convention at Wentworth-by-the-Sea, 
Portsmouth, N. H., will meet this year 
at the Grand Linden Hotel, Lake Sun- 
apee, owing to Navy restrictions. Mrs. 
Addie Fiske Goodell, secretary of the 
association, states that the officers and 
directors invite all jewelers to join in 
a day of work and play along the shores 
of one of New Hampshire’s beauty spots. 
q April 19, the anniversary of the cele- 
brated ride of Paul Revere, was ob- 
served by six of Boston’s outstanding 
jewelry firms with a display of repro- 
ductions of Revere’s workmanship. Bige- 
low-Kennard Co., 384 Boylston St.; 
Hodgson-Kennard & Co., 15 Arlington 
St.; Thomas Long Co.. 40 Summer St.; 
Shreve, Crump & Low Co., Boylston at 
Arlington Sts.; Smith-Patterson Co., 
Inc.. Summer and Arch Sts., and A. 
Stowell & Co., 24 Winter St., collectively 
backed an interesting full-page color ad- 
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vertisement in the Boston Herald, en- 
titled “Paul Revere in an Air Raid.” 
It urged, on behalf of dealers in precious 
goods, the purchase of the most precious 
commodity — “freedom” — through the 
purchase of War Bends. 


q At the April meeting of the Boston 
Guild, A.G.S., five new members were 
welcomed by Forest Davidson of the 
hospitality committee: Thomas B. Gray, 
Providence, R. I.; Paul Brown, Ports- 
mouth, N. H.; Lester Chappelle, Smith- 
Patterson Co., Boston; Fred Guerney, 
Brockton, Mass., and Henry Payson, 
now in the armed service but associated 
with G. Cini, Boston. Dr. Edward 
Wigglesworth reported on the Philadel- 
phia and Chicago conclaves, and Hey- 
wood Macomber, C. G.. of Shreve, Crump 
& Low Co., showed four diamonds com- 
parable in size but varying in color un- 
der the diamondscope. Members were 
asked to estimate values of the stones, 
and results were compared with the 
actual costs of the gems. 

q The Boston Jewelers’ Club has an- 
nounced that it will hold its mid-season 
frolic at the New Ocean House, Swamp- 
scott, Mass., June 18. President Arthur 
Horne and his efficient board of direc- 
tors who perfect the details of all club 
functions, predict the maintenance of 
the usual BJC style of hospitality. The 
softball game enters its third season this 
year, and as soon as the date was set, 
Captains Vincent Chapman and Herb 
Woods began looking up the records of 
the athletes on their teams, and whip- 
ping them into shape. Since the selec- 
tion of Swampscott for the annual affair, 
all records for attendance have been 
broken, and members and their guests 
may participate in a wide range of 
events, from a dip in the ocean to sports 
of both the indoor and outdoor variety, 
followed by a shore dinner and enter- 
tainment. 





Obituaries 
(From page 115) 


Henry G. ProrpresHer, 76, until three 
years ago associated with the Harry J. 
Baby Co., Chicago retailers, died sud- 
denly April 11. He had been in the re- 
tail jewelry business in Chicago for 58 
years, having started in the store of his 
brother, J. J. Pfordresher, in 1884. 

Micuaet Quaprettt1, 69, conductor of 
a jewelry business in Shelton, Conn., for 
over 32 years, died March 28. 

Witt1am Tuomas, 76, for many years 
in the clock and jewelry repair business 
at Cameron, Mo., died April 2. 

Puimire C. Terrien, 53, Springfield, 
Mass., manufacturing jeweler, died 
March 15 at Holyoke Hospital. 

AnpREw L. Warner, 82, for many 
years vice-president of Hennegen-Bates 
Co., Baltimore jewelers, died April 1. 
He had retired from business about a 
year ago. 

James West, 67, owner and manager 
of the West Jewelry Shop, Kansas City, 
Mo., died March 25. 

Perer C. Yester, 77, retired McKees- 
port, Pa., jeweler, died in Pittsburgh 
April 5. Born in Duquesne, he had lived 
in McKeesport nearly half a century. 
retiring from business 20 years ago. 
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JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
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PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 
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35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
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LEVY BROS. CHINA CO., INC. 


Established 1868 
79-83 Fifth Ave. 


EXPORTERS AND IMPORTERS 


GRamercy 7-0111-2 


They're in the Army 
(From page 105) 


signed his post for more active work in 
the war. He has enlisted in the Army 
Quartermaster Corps, and is now sta- 
tioned at Fort Totten, N. Y. 

q John Gerwe of Gerwe-Frohman, Cin- 
cinnati, Ohio, wholesalers, now has two 
sons in the armed forces: Vincent, in 
the Coast Guard, and John at the Army 
Air Base at Dayton, Ohio. 

q Roland Iverson, five years with the 
S. H. Clausin Co., Spokane, Wash., 
wholesalers, and now an aviation ma- 
chinist’s mate in the Navy, reports that 
he is highly pleased with his new job. 
Rollie warns, however, that Navy ham- 
mocks were not built for anyone over 
six feet tall. 

q The Baldwin-Miller Co., Indianapolis 
wholesale concern, has furnished three 
recruits for Uncle Sam’s forces in the 
War for Survival: George Yearian, who 
is in the Army; Ernest Carder, now in 
the Navy, and Bill Averitt, a member 
of the Air Corps. 

q The Manheimer Watch Co., Chicago 
wholesalers, have announced that Her- 
man Strifling, their Chicago salesman, 
is now with the. Tank Corps at Fort 
Knox, Ky. 

q Edward Brunst, probably the only Cin- 
cinnati representative of the jewelry in- 
dustry in the U. S. Navy Air Corps, last 
month acquired a bride and a commission 
as cadet lieutenant. A member of the 
sales department of the Gruen Watch 
Co. prior to his enlistment in May, 1941, 
Brunst returned to Cincinnati with his 
newly-won wings during the week of 


EDWARD BRUNST 


March 23 and was married to Miss Caro- 
lyn Howard Reedy, a former classmate 
at the University of Cincinnati. She 
accompanied him back to his station at 
the Corpus Christi Naval Base where he 
took over duties as an instructor. When 
Brunst entered the service he received 
his preliminary training at Grosse Ile, 
Mich., before being assigned to the Uni- 
versity of the Air at Corpus Christi. His 
father, E. C. Brunst, is credit manager 
for Gruen in Cincinnati. 

4M. Morton, recent graduate of the Uni- 
versity of Pennsylvania and son of David 
Morton of the credit jewelry firm of 
Morton & Co.,-25 S. 11th St., Philadel- 
phia, was called into the Army early in 
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qArmand Jacoby, co-owner of the com- 
paratively new wholesale firm of Jacoby 
& Weiss, Philadelphia, was ordered to 
report for Army duty on April 28. 
Samuel C. Weiss, through arrangements 
made with Jacoby, will carry on the busi- 
ness as sole owner. 

qMartin L. Rabinowitz, son of Joseph 
M. Rabinowitz, co-owner of the jewelry 
exchange at 723 Sansom St., Philadel- 
phia, has been promoted to technical 
sergeant in the Army. Marty enlisted in 
the U. S. Medical Corps last fall. 
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The ABC of Modern Engraving 


by WILLIAM KASSEL 


Chapter I—The Selection and Care of Engravers’ Tools (Continued) 


To have a first-class set of gravers needs more than 
just placing an order and paying the bill. Each tool 
should be carefully inspected to note if it has been prop- 
erly made and is straight. The best of steel means little 
if the graver is not made right. The square graver must 
be square on all four sides, and each side should be 
exactly the same width. This is very important to look 
for in tapered gravers, for often one side will be wider 
or narrower than the others. The best results cannot 
be expected when sharpening such a tool, and this will 
be reflected in the work done with it. 

Liners need careful examination to make certain they 
are straight. A liner that is not straight has a tendency 
to make a cut that curves either to left or right, depend- 
ing on the way the tool bends, and a straight cut is most 
difficult to make. To check for straightness, the liner 
should be held with the point or bend nearest the eye 
and with the lines up. Then sight along the edge of 
the tool. For a double check, hold the liner in same 
position but with the lines facing down. Unless the tool 
is straight, it should be rejected. This also applies to 
single and double bend square gravers. . If not straight 
they are difficult to sharpen and give trouble in cutting. 
Making certain they are straight saves much time and 
trouble. These bend square gravers will have to be 
made to your order, will last a lifetime, and therefore 
should be right. 

A carefully selected handle is an important factor of 
a satisfactory graver, and some thought and care should 
be given to its choice. (Handles are sold separately 
from the tools.) Too large or too small a handle will 
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Figs. 8 and 9, two shapes of graver handles. Fig. 10, right, 
ferrule removed and the handle shaped. 


cramp the hand, and proper control of the tool is lost. 
Get one that fits your hand. Handles come in different 
lengths. The shorter ones (Fig. 8) are best for liners, 
half round and flat tools, and the longer ones (Fig. 9) 
for square or tapered gravers. 

To fit the handle to the tool, place the tool length- 
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This continues the first chapter of ““The ABC of Modern 
Engraving,” an up-to-date, practical and authoritative 
discussion of every phase of the subject, by William 
Kassel, author of “A Short Course in Engraving for 
Jewelers,” which was published some years ago by THE 
JEWELERS’ CIRCULAR-KEYSTONE. Future instal- 
ments of the current work will give information on the 
elementary use of tools, the technic of cutting, laying out 
and placing the engraving, finishing operations, and the 
use of prints and transfers. Each installment in this 
series will be fully illustrated. 








wise in a vise allowing only the soft dark end of the 
tool to protrude. This is broken off. Take the tool out 
of the vise and grind to a point on the emery wheel. 
In the grinding care must be taken not to get the tool 
too hot or it will burn and draw the temper. The danger 
signal is when the tool becomes too hot to hold in the 
bare hand. A safe method is to saturate a piece of 
tissue with water, hold it in the hand and lay the tool 
on top of it. This will not only prevent burning the 
tool but the fingers. 

Now put the tool back in the vise in the same posi- 
tion, allowing as much of the tool to protrude as will be 
forced into handle. The handle is held straight with the 
left hand and tapped down on the shank with a wooden 
mallet held in the right hand. Getting the handle straight 
is highly important, for if it is put in crooked it will 
be the same as though the tool were not straight. Tap 
the handle gently with the mallet,—just enough to make 
it take hold—then take it out of the vise to see if it is 
straight. At this stage it can be forced one way or the 
other to straighten it if necessary. When you are cer- 
tain of its being straight, place it back in vise and drive 
the handle the rest of the way. Care must be taken, 
however, not to drive it so far as to crack it. Most 
handles come equipped with a ferrule to help prevent 
splitting, but in spite of this, cracking may occur if 
too hard a blow is struck. A split handle should be 
thrown away, some day the tool may come through and 
injure the hand. 

Some engravers prefer a round handle, others favor 
the flat back. A flat back has the advantage of lying 
on the bench face up, making it unnecessary to look at 
the position of the tool before starting to cut. If the 
back is cut off it should be at right angles with the face 
of the tool. A few rubs on a sheet of sandpaper will 
remove roughness and leave a smooth finish. For square 
and tapered gravers it is a good idea to remove the 
ferrule from the handle after putting them together be- 
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cause it has a tendency to rub and catch the inside of 
the thumb, and interfere with the work. The ferrule is 
pulled off with a pair of pliers and that part of the 
handle is whittled down so it tapers off leaving just 
enough wood around the edge of the hole to give a nice 
rounded edge (Fig. 10). The roughness is removed with 
sandpaper. 

The tool is now ready for sharpening. This may be 
done by either hand or machine. It is good practice 
for the beginner to learn to sharpen by hand, although 
it is a process which requires much practice and consid- 
erable patience, and today has been largely replaced 
by machine sharpening. The successful use of the ma- 
chine requires only common sense, and if it is properly 
used, it sharpens a tool more quickly and with correct 
results every time. ‘Two good machines are available. 
One runs over the surface of the sharpening stone on 
a roller; the other runs on a glass plate beside the 
stone (Fig. 11). Both have dials which are set for the 
angle at which it is desired to make the cut. For most 





® « 
Fig. 11, the machine sharpener has largely replaced sharpen- 
ing gravers by hand. 


purposes an angle of about 30 degrees is best. Any 
variation in the set-up of tool can be corrected by the 
change of a degree or two in the sitting—an adjustment 
that is quickly learned by experience. The roller type has 
one disadvantage—it tends to wear grooves in the stone 
sooner than the type that runs on the glass alongside 
the stone, and a stone that is not flat does not give good 
results. The grooving can be delayed somewhat by mov- 
ing the sharpener from side to side as much as the limited 
space will allow, so as to spread the wear over as much 
of the surface as possible, but this can be done only to 
a limited extent. The machine that runs on the glass 
plate makes it possible to use the entire surface of the 
stone, and also has the advantage that it can be used 
with either a back and forth motion or the circular move- 
ment used in hand sharpening and is preferred by many. 

With either machine, the height of the tool—that is, 
the angle of the cutting edge—is controlled by the 
length of the tool that protrudes through the sharpener. 
The shorter the part of the tool that goes through the 
machine, the higher the set-up. For a graver to be used 
on flat surfaces the protrusion should be about 144 
in. For flatware, children’s cups, etc., about 114 in. 
An inch for inside of bread trays. For an extra high 
setting for use in shallow bowls, 34 in. Extra deep bowls 
require the use of a bend tool. 
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There are two kinds and many types of oil stones, 
and a stone may be a good one without being the right 
one for the engraver. There is the natural stone which 
comes in different grades of hardness and.is not always 
uniform even from the same mine. Then there is the 
artificial stone, which is manufactured by a precise 
formula and process, and therefore is uniform. Con- 
sequently when you find an artificial stone that suits 
you, it can be duplicated with assurance that it will 
have the same cutting qualities. The artificial stones 
are not quite up to a good natural stone, but many en- 
gravers use them with good results. 

A hard stone is slower cutting but gives the tool a 
finer edge. However, if it is too hard it will polish the 
tools, which is not desirable, for such a tool will make 
a bright cut instead of the soft gray cut that is called 
for in good engraving. A softer stone, if it is the right 
grade, is faster cutting but will wear grooves much 
sooner and will not put the fine edge on the tool that the 
harder stone will. However a moderately soft stone is 
generally preferred. Of course, it must not be too soft 
or it will be useless for sharpening gravers. Few 
engravers have the knowledge necessary to select a good 
stone, because of the many factors involved. Generally 
speaking, the best plan is to find a seller in whom you 


-have confidence, explain to him the use to which the 


stone is to be put and the results expected, and leave 
it to him to make the selection. A stone should not be 
purchased mounted in a box. A mounted stone is fin- 
ished only on one side—the other side is worthless if the 
stone were to be pried out of box. A stone should be 
selected first and a box with cover to fit, such a stone 
can be used on both sides. 

Oil plays an important part in the life of thie stone. 
For best results a stone must be properly treated, lack 
of care has ruined many a good one. The objectives 
are: To retain the original life and sharpness of its grit 
(cutting qualities), to keep the surface flat and even, 
and to prevent glazing. To retain the stone’s life, it 
must be kept clean and moist. To allow an oil stone 
to remain dry and exposed to the air tends to harden it. 
A new stone should soak in oil a few days before being 
used, and always kept in a covered box. Before using, 
clean oil should be put on the stone and plenty of it. 
Any good grade of light oil is satisfactory. The oil 
should be thin and clear with just enough body to float 
the particles of steel removed from the tool in sharpen- 
ing. Insufficient oil will cause glazing because this per- 
mits particles of steel to be ground into the stone, which 
will not occur if these particles are floated. The stone 
should be cleaned after every using. If an old oil dries 
in, it carries dust with it, gums the stone, and causes it 
to glaze. 

A good cleaning with white gasoline or ammonia 
should restore the stone’s cutting qualities. If this fails, 
it will be necessary to scour with medium fine emery 
paper, in which case the emery paper should be fastened 
to a perfectly flat smooth board to insure getting a per- 
fectly flat surface on the stone. In time grooves and 


‘hollows will appear in the surface of the stone, and 


must be removed since the stone must be flat to insure 

accurate sharpening of tools. The same general method 

is followed as in the removal of glaze, except that for 
(Please turn to page 124) 
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OBIAS WATCH—What can I tell a customer who 
asked me about the value of a very old watch en- 
graved M. I. Tobias & Co.; and on inside cap is Cylinder 


—Four Jewels—and a number 137221? Also how old 


is it? (Question No. 5430.) R. T. 


Answer—The watch described is one made in 
Switzerland for Tobias & Co., of Liverpool, Eng., for 
export to America, approximately between 1840 and 
1860, judging this by serial numbers of other Tobias 
watches of known dates of origin. There were many 
thousands of these watches sold in the U.S.A.; and there 
are so many in existence today that they have no value 
more than that of the metal in their cases. 


ILVER ANODE—Is there some rule for deciding 
the size of the anode in silver plating? (Question 
No. 5431.) T.L. 

Answer—tThe general principle governing the area 
of an anode is that the surface of the anode should equal 
approximately the surface of the work being plated. If 
the anode area is less than that of the work, the solution 
will be depleted of its silver; and to restore this in the 
form of silver chloride would be more costly than to 
use a larger anode. 


IRTH STON ES—What or who is the authority on 

correct gems for birthstones? There seems to be 
some confusion in printed lists of stones; they differ on 
the stone for certain months. In two lists I have, one 
says ruby for July, and the other says turquoise. (Ques- 
tion No. 5432.) T. O. R. 

Answer—The list of birthstones compiled by the 
American National Retail Jewelers Association in 1912 
is generally considered the “official” list in the United 
States and is substantially the same as that used in 
Europe and throughout the British Commonwealth of 
Nations. It provides garnet for January, amethyst for 
February, aquamarine or bloodstone for March, diamond 
for April, emerald for May, pearl or moonstone for 
June, ruby for July, peridot or sardonyx for August, 
sapphire for September, opal or tourmaline for October, 
topaz for November, and turquoise or lapis lazuli for 
December. While the late Dr. George F. Kunz, in his 
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book “Natal Stones,” argued historically for different 
birthstones for many of the months, including turquoise 
for July, his list is little followed. The so-called “‘syn- 
thetic” birthstone list, adopted for popular-priced jew- 
elry by the Precious Stone Dealers Association of New 
York, differs in six months from the ANRJA list, sub- 
stituting white sapphire for April, green spinel for May, 
alexandrite for June, rose zircon for October, golden 
sapphire for November and zircon for December, and 
omitting any alternate birthstones. All of the stones in 
the latter list are either synthetic corundum or synthetic 
spinel, in various colors. 


é¢P THACA” CLOCKS—On old clocks with calendar 

feature, I oftenest run across these with the name 
“Ithaca” on the calendar; sometimes on the dial of the 
clock. How old are such clocks? (Question No. 5432.) 
M. D. C. 


Answer—The Ithaca Calendar Clock Co. started 
business in 1865 in Ithaca, N. Y.; and discontinued it 
in 1914, their patents having expired prior to that year, 
and a gradual shrinkage of business having practically 
absorbed the company’s assets. As to the age of any 
one of these Ithaca clocks, this would have to be judged 
approximately, as nearly as possible, from the design 
of the case; certain ones were in vogue for shorter 
periods than the half-century during which this company 
was in business. 


THE ABC OF MODERN ENGRAVING 
(From page 123) 


this purpose emery cloth is used. Rub the stone back 
and forth on the emery cloth which is fastened to a flat 
board, until the entire stone is of an even color. Then 
use a sheet of fine emery in the same way to finish. Clean 
the stone with gasoline to remove all dust and let it dry. 
Apply a generous supply of oil to cover stone, allowing 
it to remain overnight, and the stone will be as good as 
new. Grooves should not be allowed to become too deep, 
as this makes it much more difficult to get the stone flat 
again. 


(To be continued next month) 
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Durable Goods Halt and 
Appliance Price Ceilings 
Will Affect Departments 


The virtual curtailment of the manu- 
facture of consumer durable goods, an- 
nounced April 7 by Donald M. Nelson, 
chief of the War Production Board, 
and the application of price ceilings to 
many lines, will have far-reaching ef- 
fects on the selling of “allied” mer- 
chandise by retail jewelers throughout 
the country. 

Under the ban on certain manufac- 
turing, designed to speed up produc- 
tion of ships, tanks and planes through 
the conservation of vitally-needed metals 
and labor, stocks of electrical appli- 
ances, lamps, lampshades, phonograph 
records and other metal merchandise 
will be gradually exhausted after May 
31 when the production of all such items 
must stop. 

Many articles formerly sold by 
jewelers—particularly credit jewelers— 
were banned by WPB and OPA rulings 
in March, when the sale of refrigerators 
and typewriters was stopped, and re- 
strictions on the manufacture of radios, 
radio-phonographs and similar appa- 
ratus were announced. Thus, almost 
every article of household merchandise 
containing metal has been affected and, 
although there is not an actual ban on 
all sales, the situation is sufficiently con- 
fused to demand some sort of general 
view of the various restrictions and their 
effect upon retailers. The Jeweters’ 
Crrcutar-Keysrone presents, herewith, 
a summary of the various rulings 
affecting household merchandise sold at 
retail. 


(1) Electrical appliances; 'The manu- 
facture of virtually all household elec- 
trical appliances is ordered to cease at 
dates varying from April 15 to May 31. 
The production of home laundries and 
washing machines was prohibited after 
April 15, and vacuum cleaners could not 
be made after April 30. On May 31 
preduction of electric grills, irons, 
ironers, roasters, toasters, waffle irons, 
pressing irons, sun lamps, dry shavers, 
broilers, percolators and mixers must 
stop. The stocks of such items have 
not been frozen, however, and may be 
sold in accordance with price ceilings 
announced on April 7, i.e., at prices no 
higher than those of March 80. In 
clarifying this order, the OPA an- 
nounced on April 11, that this ceiling 
would be construed as the price actually 
charged by each retailer on March 30, 
for an article of the same make and 
quality. Amended price-regulations for 
electrical appliances will be announced 
later. 

Manufacturers of many electrical ap- 
pliances have allowed retailers a ray of 
sunshine with the announcement that 
huge backlogs of completed parts, 
plated shells and finished nichrome 
heating elements are on hand. The as- 
sembly of these parts, together with dis- 
tributers’ and dealers’ stocks, would pro- 
vide a sufficiency for the remainder of 
the year, including a normal Christmas 
trade. 

(2) Typewriters; Stocks of type- 
writers in the hands of manufacturers 
and retailers were frozen by a WPB 
order on March 5, with an announce- 
ment that a rationing plan would be 
used. On April 20, the rules for ration- 
ing were announced, to the effect that 
applications for new machines would 


FoR May, 1942 





have to be made through a board ap- 
pointed for the district in which the 
typewriter was to be used. After secur- 
ing a certificate from this board, the 
purchaser would proceed directly to a 
dealer. Parties eligible for certificates 
included agencies engaged in construc- 
tion of shipyards, bases, etc.; plants, 70 
per cent of whose business is in the 
manufacture of ships, tanks or guns; 
manufacturers of parts and materials 
essential in the making of specified war 
products; merchant shippers, and per- 
sons who had ordered specially con- 
structed machines which would be un- 
suitable for other work. On April 4 it 
was announced that manufacturers 
might produce certain amounts of parts 
and sub-assemblies. 

(3) Radios and Radio-phonographs : 
The manufacture of radios and radio- 
phonograph combinations for civilian 
use was curtailed April 22, according to 
an order issued in March. In addition, 
price ceilings on such articles were 
placed at the March 19 level, a ceiling 
which also prevailed for washing and 
ironing machines, and vacuum cleaners. 
On April 14, the WPB reduced the pro- 
duction of phonograph records and 
radio transcriptions to approximately 30 
per cent of 1941 production, by limit- 
ing the amount of available shellac to 
that amount. On April 19, the manu- 
facture of certain types of radio tubes 
was limited, and manufacture of cer- 
tain old and _ little-used types was 
stopped altogether. 

(4) Cameras; While the WPB dur- 
able consumer goods ruling did not in- 
clude cameras, stocks will undoubtedly 
run smaller since many manufacturers 
are concentrating their facilities on war 
goods. The Eastman Kodak Co., for 
example, will devote 80 per cent of its 
output to Army and Navy orders. 

(5) Lamps and lamp shades: As in 
the case of electrical appliances, no 
stocks have been frozen, but an order, 
issued March 24, applied an immedi- 
ate curtailment to the manufacture of 
both lamps and lamp shades. In gen- 
eral, the order restricted April produc- 
tion of such articles to 70 per cent of 
1940 production, and beginning May 1, 
to 60 per cent of 1940 production. The 
order also fixed the maximum length 
of lamp cords at 8% feet, and forbade 
the use of silk in lamp shades, unless it 
was in the manufacturer’s inventory 
prior to issuance of the order. 

(6) Refrigerators: Under a WPB 
ruling issued in March, refrigerators 
not part of inventory prior to 10 A.M. 
Feb. 14, 1942, might not be sold. An 
amendment to this ruling, issued April 
20, permitted dealers o want to 
withdraw from the refrigerator business 
to sell their stocks to dealers. Re- 
frigerators sold and paid for, but not 
delivered prior to Feb. 14, may be de- 
livered. 

(7) Miscellaneous: The production 
of such “allied” merchandise as metal 
ash trays and smoking stands, metal 
hand mirrors and picture frames will 
also stop on May 381, according to the 
WPB order of April 7. Stocks have not 
been frozen, however, and no price ceil- 
ings have been laid down to date. 





q The A. W. Lewin Co., Inc., New York 
and Newark advertising representatives 
who handle several accounts in the jew- 
elry field, have been elected to member- 
ship in the American Association of Ad- 
vertising Agencies. 





Jewelry Model Turns Movie Star 





Jewelers who visited the J. R. Wood 
booth at the joint convention of the 
NACJ and ANRJA in August, 1941, will 
not be too surprised to learn that lovely 
Trudy Marshall, who so charmingly 
reigned as hostess at the Wood exhibit, 
is now being acclaimed by Hollywood! 
In the April 21 issue of Look magazine, 
pictures and articles are devoted to the 
swift and deserved rise to fame and for- 
tune of this attractive Conover model. 

J. R. Wood, as you know, have keyed 
their ring advertising to the portrayal 
of a series of beautiful brides! Trudy 
Marshall made her appearance in sev- 
eral of these magazine advertisements as 
well as a personal appearance at the 
August, 1941, jewelers’ convention. Her 
attractive personality and beauty—which 
dramatized the loveliness of rings by 
Wood . . . should certainly appeal to 
the larger group which will now be 
Trudy’s audience. 


Expresses Thanks in Verse 


An unusual letter of appreciation from 
a grateful customer was re-eived last 
month by the Queen City Buckle Mfg. 
Co., Cincinnati. The customer, a young 
woman of Elmwood, Nebr., had bought 
one of the firm’s “Braxton” belts as a 
gift to her grandfather, and the old 
gentleman was so pleased with it that 
the donor sent the following verse to 
the manufacturer: 


Dear Sirs: : 
My grandpap’s got a fetchin’ grin; 
(It brings his nose right to his chin!) 
When grandpap grins so winsome—sday, 
Tough hearts of stone just melt away. 
Now, grandpap mostly grins so wide 
T’watch the goat and pig outside, 

Or when the dog has got a pup, 

Or price of butter-fat goes up. : 
Ain’t many things on earth worth while 
T’make my grandpap really smile. 


But, Mister, grandpap’s grinnin’ now 
From ear t’? ear, and chin t’ brow. 

My grandpap’s joy is heaven-lent 
About that high-class belt you sent. 
Says he, “The widows here around, 
When spyin’ that there belt, is bound 
T’ figger I’m a guy with dough. 

Ill mebbe snag one, who can know? 
If not, t’aint cause I do not wear 

The best danged belt made anywhere!” 


My thanks I never can express; 
I know you’re smart enough to guess. 
We’re very gay tonight, it’s true, 
And all account because of you! 
Earnestly yours, 
Ahlene Fitch. 





Friedman Has Birthday Honor 


Isidore Friedman, president of the 
Friedman Gem Co., was honored on the 
occasion of his 50th birthday April 25, 
by a dinner tendered him by the Brook- 
lyn Lodge No. 22, B. P. O. E. Many 
prominent men in the jewelry industry 
attended. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations’ Wanted” $1.50 for first 25 
words. , Additional words, 5c. a word. 


SIFUATIONS WANTED 75c. for 
= 25 words. Additional word 5c. a 
wo e 


Heavy type, $3.00 for first 25 
words.- Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted 


Under this heading, 75c. for first 25 
words, 5¢. for each additional word; 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, experieneed, have tools 
and references, want to change posi- 
tion; too old for draft. Address “K., 
1821,” care Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, 30 vears’ experi- 
ence; state salary and details in first 
letter. Address “P., 1805,” care Jewel- 
ers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver, over 30 years’ experi- 
ence: best references. - Address “S., 
1768,” care Jewelers’ Circular-Keystone. 





MODEL MAKER, also able to make 
rubber moulds for process casting. Ad- 
dress “J., 1889,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, well known in trade, has 
sold fine platinum jewelry also gold 
and platinum watch bracelets ‘and gold 
movelties. Alex. V. Denniston, 300 W. 
17th St., New York City. 





CORRESPONDENCE from the Mid-West 
invited by one of America’s finest re- 
tail credit jewelry salesmen; real find 
for live wire organization. Address “R., 
1862,” care Jewelers’ Circular-Keystone. 





IF YOU’RE located in Los Angeles and 
can use a very successful installment 


jewelry salesman, don’t hesitate to 
write “N., 1859,’ care Jewelers’ Cir- 
cular-Keystone. | 





WATCHMAKER, over 30 years’ experi- 
ence, fast and competent; prefer posi- 
tion as second watchmaker; best refer- 
ence; state salary paid. Address ‘“M., 
1801,” care Jewelers’ Circular-Keystone. 





MAN, 40, married, has recently sold his 
credit jewelry business; experienced in 
all phases of the line, sales, credits, 
buying; seeks offer. Address “K., 
1738,” care Jewelers’ Circular-Keystone. 





JEWELER, engraver and stone setter; 
25 years’ experience; familiar with all 
branches of retail store; 15 years with 
present employer. Address “R., 1871,” 
care Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker, 30 years’ ex- 
perience on all kinds of watches; 51 
years old, unmarried; state salary in 
first letter. Address “R., 1870,” care 
Jewelers’ Circular-Keystone. 





MANAGER of watch and jewelry repair 
department wishes to make change; 
desires connection with wholesalers in 
jewelry or watches. Address ‘H., 1786,”’ 
care Jewelers’ Circular-Keystone. 





SALESMAN traveling 28 states seeks 
connection with diamond wholesale 
house in New York City or vicinity: 
highly bondable. Address ‘T., 1771,” 
care Jewelers’ Circular-Keystone. 





JEWELRY DESIGNER, sample maker 
of rings, mountings and wedding rinzs, 
for casting or tool work, able to create, 
desires New York City or Newark 
position. Address “B.. 1347,” care 
Jewelers’ Circular-Keystone. 





EXPERT Swiss and R. R. watchmaker: 
more than 20 years’ experience in high 
grade watch repairing; prefer watch 
work only; salary or commission; good 
references. Address “K., 1856,” care 
Jewelers’ Circular-Keystone. 





JEWELRY REPAIR clerk; 40 years’ ex- 
perience; now actively employed as 
bench and counterman, wishes charge 
of repair department; estimates and 
watch repairs, etc. Address “G., 1851,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY full knowledge: many 
years’ experience handling, selling dia- 
mond jewelry, etc., desires connection ; 
also capable assisting with office work. 
Address “C., 1846,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, good all around experience 
large credit jewelry chain; neat appear- 
ance, age 31, college education; draft 
deferred; available immediately; mod- 
erate salary. Address “B., 1845,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, jewelry repairman :nd 
salesman, 15 years’ experience, draft 
exempt, good references, wishes posi- 
tion with reliable firm New York only. 
Address “O., 1803,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, honest, steady: excel- 
lent workman; producer; all sizes, 
grades; $50 week; American; middle 
aged: health fine: kindly state- full 
particulars. Address “Conscientious, 
1842,” Care Jewelers’ Circular-Keystone. 





LADY, 15 years’ in retail jewelry store: 
experienced in selling, keeping stock, 
buying, also knowledge of bookkeeping 
and office routine; conscientious, capa- 
ble: A-1 reference. Address “A., 1841,” 
eare Jewelers’ Circular-Keystone. 








MAN wishes position as salesman in cash 
or credit jewelry store or pawn shop, 
or for manufacturer or jobber of 
jewelry ; experienced all fields. Address 
“T,, 1831,” care Jewelers’ Circular- 
Keystone. 





ROOKKEEPER, full charge, _ typist: 
young lady, 1vU years’ experience 
manufacturing jewelry diamond con- 
cern; excellent references; thorough 
knowledge jewelry line. Address “P., 
1826,” care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN; successfully op- 
erated large retail shop in Germany; 
knows business thoroughly; speaks 
English, French; reliable; reasonable 
salary; best references. Address “J., 
1797,” care Jewelers’ Circular-Keystone. 





JEWELER, experienced in gold cast 
rings, repairing and can make models; 
a permanent position with reliable 
firm preferred, New York, or elsewhere. 
Address “B., 1811,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, 21 years of age, will 
soon complete training at Bradley in 
evgraving and jewelry repairing, de- 
sires position as engraver, jewelry re- 
pairer and saleslady. Martha Brown- 
ing, 311 Circle Road, Peoria, Ill. 





WATCHMAKER, excellent workman, 
very capable, skilled on fine work and 
close timing; 25 years of experien:e; 
American, age 41; reference: work 
anywhere. Address “H., 1819,” cacze 
Jewelers’ Circular-Keystone. 





CRACK SALESMAN available for dia- 
mond section of reputable credit store 
in or adjacent California; salary ex- 
pected. definitely, $125 weekly. Address 
“D., 1813," care Jewelers’ Circular- 
Keystone. 





CASTER who knows casting from A to 
Z seeks position; also qualified to set 
up in a short time any manufacturing 
jeweler. casting gold and platinum; 
reasonable. Address “F., 1735,” care 
Jewelers’ Circular-Keystone. 





RAILROAD watch inspector, super-sales- 
man, expert knowledge _ diamonds, 
watches, jewelry, will travel; expense 
and commission considered; guarantee 
results. Address “‘A., 1722,” care Jewel- 
ers’ Circular-Keystone. 





A-1 WATCHMAKER, 12 years’ exneri- 
ence, close timing, position adjusting, 
jewelry repairing, ring sizing, desires 
to make change; plain, ordinary en- 
eraving. Address “F.. 1785,” care 
Jewelers’ Circular-Keystone. 





CREDIT MANAGER, 27, five years’ ex- 
perience in credits and _ collections; 
legal education: married; draft de- 
ferred; now employed; desires change. 
Address “C., 1781,” care Jewelers’ Cir- 
cular-Keystone. 





CREDIT jewelry manager or top sales- 
man, age 33, married, 15 years’ ex- 
perience, past, present connections with 
large chains; wish to make advantage- 
ous change. Address “T., 1769,’ care 
Jewelers’ Circular-Keystone. 





OFFICE MANAGER, bookkeeper, expert 
in all office routine; exceptional ability ; 
successfully checked credits for large 
Chinese importing house : highest 
credentials. Address “N., 1866,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, retail, Christian, desires 
permanent position with reliable con- 
cern: also estimator of watch and 
jewelry repairs; 25 years’ experience; 
thorough; at present employed.  Ad- 
dress “M., 1591,” care Jewelers’ Circu- 
lar-Keystone. 
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MANAGER, SALESMAN, intensive credit 
store experience; thorough knowledge 
merchandising, promotions, advertising, 
displays, collections, repair estimating, 
etc.; immediate satisfactory results as- 
sured. Address “A., 1661,” care Jewel- 
ers’ Circular-Keystone. 














AGGRESSIVE salesman, expert watch- 
maker; jewelry repairing, unlimited 
experience; capable of full charge in 
any department; age 45; a real asset 
to a reputable concern; salary $60. 
Address “H., 1854,” care Jewelers’ Cir- 
cular-Keystone. 





APPOINTMENT 
week-end will 
able association ; 
standing credit jewelry 
managerial ability; location 
rial. Address “D., 1847,” care 
ers’ Circular-Keystone. 


for Memorial Day 
prove extremely profit- 
executive type, out- 
salesman of 
immate- 
Jewel- 





RETAIL EXPERT; jewelry, watches, 
silver; long experience in creative win- 
dow counter display; labeling; re- 
modeling; . sales-promotion; responsi- 
ble; pleasing personality; references. 
Address “H., 1796,’ care Jewelers’ Cir- 
cular-Keystone. 





HEAD WATCHMAKER, available im- 
mediately, permanent; factory trained, 
some engraving, light jewelry repair- 
ing, selling; wants railroad inspection 
or cash store; Massachusetts, Caro- 
linas or Georgia. Arthur Fennell, 42 





Abbot, Greenfield, Mass. 

WATCHMAKER, engraver; first class, 
capable combination man, unquestion- 
able habits, good appearance, above 


draft age; family; must be permanent ; 
best reference; South Georgia or 
Florida. Charles A. Page, 750 Vernon 
St., Spartanburg, S. C. 





WATCHMAKER, certified H. I. A., 20 
years’ experience on Swiss and Ameri- 
can, good on complicated and baguette ; 
best of references; can estimate or take 





charge; in Metropolitan district. Ad- 
dress “M., 1824,” care Jewelers’ Cir- 
cular-Keystone. 

WATCHMAKER, A-1 mechanic, Swiss, 
American watches; consider change, 
South or Midwest preferred; only 


where good work is appreciated; chain 
store, trade shop excluded; salary $50. 
Address “D., 1726,” care Jewelers’ Cir- 
cular-Keystone. 





JUNIOR repairman, two years watch- 
maker’s school, some_- experience; 
educated, conscientious; wants posi- 


tion in good repair department; is am- 
bitious to become first class repairer. 
Address “B., 1877,” care Jewelers’ Cir- 
cular-Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad watches ; 
25 years’ experience, foreign and Amer- 
ican; recommendations furnished. Ad- 
dress “J., 1305,” care Jewelers’ Circu- 
lar-Keystone. 





ADVERTISING man and salesman of 
truly exceptional ability available for 
credit jewelry enterprise operating 
only on highest ethical standards. 
Address “YV., 1863,” care Jewelers 
Cireular-Keystone. 





CREDIT jewelry store manager, first 
class salesman, 10 years’ experience in 
advertising, sales promotion, credits 
and every other phase of the business, 
seeks connection with progressive con- 
cern; age 37; now employed but de- 
Sires change. Address “O., 1744,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, A-1 mechanic, Swiss, 
American watches, 20 years’ experi- 
ence Bradley graduate, age 49, Ameri- 
can; consider change, June 1; refer- 
ences, past, present, employers; salary 
$55; prefer straight benchwork; ex- 
perienced R. R. inspection. B. A. Fan- 
ning, Silver City, New Mexico. 





salesman wishes 
New England; 
employed in 


WATCHMAKER and 
position in East or 
formerly from East now 
West Virginia; married, Protestant 
and over draft age; references; state 
salary and information about position 
in first letter. Address “W., 1835,” care 
Jewelers’ Circular-Keystone. 





FIRST CLASS engraver and watchmaker 
desires position in Eastern Pennsyl- 
vania or Connecticut, with reliable con- 
cern; draft exempt; references; fine 
samples upon request; factory and 
store experience; prefer position as en- 
graver. Address “V., 1832,” care Jewel- 
ers’ Circular-Keystone. 





INTERVIEWER for credit office, bet- 
ter class store; expert stepping up 
sales, closing same _ successfully; 
enviable knowledge diamonds; 
watches; minimum salary first year, 
$6500. Address “‘T., 1872,” care 


Jewelers’ Circular-Keystone. 





STORE MANAGER; highest type in- 
stallment; presently employed West 
Coast; consider attractive proposi- 
tion anywhere; salary first year 
$7,800; results guaranteed. Address 
“E., 1784,” care Jewelers’ Circular- 
Keystone. 





OVER $100,000 additional business 
annually, awaits reputable credit 
jewelers acquiring this prolific 
counter salesman; employed now, 
Pacific Northwest; free tp travel; 
highest reference. Address “E., 
1814,” care Jewelers’ Circular-Key- 
stone. 





ORLEANS: master credit sales- 
man on diamonds and watches desires 
position in progressive New Orleans 
store; salary to start $100 weekly and 
worth every cent of it; immediate pro- 
duction assured; highest reference; 
photo and further details upon request ; 
strictly confidential. Address “Y., 1864,” 
care Jewelers’ Circular-Keystone. 


NEW 





SALESMAN or manager; are you look- 


ing for a man who really knows the 
retail credit jewelry business; 18 
years’ of experience in window trim- 
ming, selling, credits and everything 
connected with the successful running 
of a store: draft exempt: now cm- 
ploved, desires change. Address “M., 


1858,” care Jewelers’ Circular-Keystone. 





SALESMAN-MANAGER, 37, single, de- 
ferred, thoroughly experienced every 
phase installment jewelry business, 
good appearance, personality, refer- 
ences, desires permanent connection, 
preferably better class chain or de- 
partment store, New York or vicinity. 
Address “N., 1802,’ care Jewelers’ Cir- 
cular-Keystone. 





many years’ 


EXECUTIVE, woman with 
responsible 


jewelry experience; held 
position with large concern; 
knowledge of bookkeeping, credits, col- 
lections, personnel, canable of taking 
complete charge; valuable to an execu- 
tive: references unquestionable. Ad- 
dress “A., 1810,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG WOMAN, capable, intelligent, 
four years’ experience with large 
manufacturer of rings, executive abil- 
ity, take charge of billing and order 
department; three years’ previous ex- 
perience as bookkeeper, stenographer ; 
responsible position desired. Address 
“A., 1788,” care Jewelers’ Circular-Key- 
stone. 


thorough , 


| 





MANAGERIAL position of responsibility 
wanted with reliable and reputable re- 
tail credit store, by man aged 38, pos- 
sessing 23 years’ experience in jewelry 
industry, and thoroughly equipped to 
assume the duties of buying, selling, 
stock control, advertising, window dis- 
play and general operation of a retail 





credit jewelry _ store. Address “A., 
1843,” care Jewelers’ Circular-Keystone. 
CREDIT STORE, manager-buyer, now 


employed, desires change; familiar with 
modern installment methods of operat- 
ing: good recommendations; capable of 
taking complete charge of buying, 
sales, credits and collections, creative 
windows trimmer and original ideas on 
promotional work and advertising lay- 
outs. Address “J., 1787,”- care Jewel- 
ers’ Circular-Keystone. 





jewelry store 
salesman, com- 
merchandising, 
etc.; aggressive, 


credit 
strong 
buying, 


EXPERIENCED 
manager, 35, 
pletely trained 
advertising, credits, 
personable; family man; at present 
diamond man for one of America’s 
leading stores; desires connection pref- 
erably South or Pacific Coast; wife’s 
health requiring better climatic condi- 
tions. Address “P., 1869,” care Jewel- 
ers’ Circular-Keystone. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JORBER with nation wide contacts, with 

iewelry and department stores, seeks 
of Swiss watches. Address “A., 
1777,” care Jewelers’ Circular-Keystone. 





PACIFIC COAST representative who bas 
covered the territory over 20 years, de- 
sires a good watch line on commission 
basis. Address “B., 1789,” care Jewel- 
ers’ Circular-Keystone. ; 





PACIFIC COAST representative who 
calls on best trade in territory, desires 
a high grade side line in platinum or 
14K gold. Address “D., 1790,” care 
Jewelers’ Circular-Keystone. 





PACIFIC COAST salesman desirous of 
a platinum and gold ring mounting 
line, on a commission basis; has fol- 
lowing second to none. Address “F., 
1791,” care Jewelers’ Circular-Keystone. 





MID-WESTERN wholesaler seeks items 
to be added to present lines; can use 


watches, rings or any kindred items 
suitable for regular jewelry jobbers. 
Address “F., 1849,” care Jewelers’ Cir- 


cular-Keystone. 





SWISS WATCHES to be carried by a 
reputable, well-rated, midwestern 
wholesaler; either on commission cr 
will carry stock and handle the ac- 
counts; a connection made now, start- 
ing on a small basis, may prove bene- 


ficial when conditions return to 
normal; no watch line is now carried 
by us; will grant personal interview 


in New York or Chicago if necessary. 
Address “E., 1848,” care Jewelers’ Cir- 
cular-Keystone. 





ATTENTION, manufacturers and 
handcraft producers; we are open 
to buy new attractive gift merchan- 
dise, decorative accessories and 
jewelry suitable for sale to depart- 
ment stores, gift shops and jewelers; 
long established importers. Address 
“G., 1815,” care Jewelers’ Circular- 
Keystone. 





(Continued on page 128) 
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Special Notices 





(Continued from page 127) 





LINES WANTED—Continued 





- 
OPPORTUNITY for a responsible ster- 
ling silver hollowware manufacturer: 
well known, successful silver plated 
hollowware’ representative who has 
traveled for 20 years for one concern 
in the key cities of middle western 
territory, from Philadelphia to Den- 
ver; open for a top-notch popular 
priced line on a straight commission 
basis; annual sales about $150,000; 
excellent following with department 
stores and jewelers; can guarantee re- 
sults with proper cooperation. Address 
“C., 1812,” care Jewelers’ Circular- 
Keystone. 


Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


WATCHMAKER; permanent position; 
excellent opportunity for capable man; 
state qualifications and salary. J. M. 
Clawson, Pottsville, Pa. 





MODEL MAKER ladies’ and gents’ cast 
rings; must have original ideas. Ad- 
dress “S., 1807,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED, watchmaker, 
stone setter combined; fine Southern 
store. Address “Haste, 1816,” care 
Jewelers’ Circular-Keystone. 


engraver and 





JEWELER to do repair work, stone set- 
ting and engraving; steady employ- 
ment; state age, experience and refer- 
ences. Wethered-Rice Co., Flint, Mich. 





WANTED watchmaker for year round 
job, located in South, with excellent 
working conditions. Address "oy <» 
1774,” care Jewelers’ Circular-Keystone. 





WANTED, experienced combination 
watchmaker, plain engraver and light 
jewelry repairer; steady position; state 
experience and salary. Address “L., 
1799,” care Jewelers’ Circular-Keystone. 





SALESMEN WANTED to carry patriotic 
“Kin-Pin” (U. S. Patent) as side line; 
timely, fast selling; prefer men row 
selling jewelry, department, gift stores. 
Voxall Corp. See our ad page 90. 





SALESMAN to carry a small, outstand- 
ing and lowest priced line of ladies’ 
and gents’ cocktail rings and wedding 
rings for the Middle West and South. 
Address ‘“S., 1829,” care Jewelers’ Cir- 
cular-Keystone. 





SIDE LINE salesman to carry medium 
priced line of sterling silver hand 
painted enameled jewelry, in States of 
Michigan, Ohio, Wisconsin, lowa, II- 
linois and Indiana. Box 74, Melrose 
Highlands, Mass. 





FIRST CLASS jeweler and setter, in 
Ohio; steady position; state wages de- 
sired; full information first letter. Ad- 
dress “K., 1798,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED, experienced watchmaker, for 
general store work; excellent working 
conditions, permanent position; give 
age and experience. Fred Pauli, Pon- 
tiac, Mich. 





WANTED, capable watchmaker for 
Youngstown, Ohio; modern store, com- 
pletely air conditioned; state salary 
desired in first letter. Address “T., 
1753,” care Jewelers’ Circular-Keystone. 





SALESMAN wanted, for Middle West 
only, to carry manufacturer’s side line 
of ladies’ gold ring sets, fancy stone 
rings; also men’s stone rings; in re- 
plying state experience. Address “P., 
1757,” care Jewelers’ Circular-Keystone. 





SALESMAN wanted, New England terri- 
tory, for factory side line of men’s and 
ladies’ gold rings composed of regula- 
tion and new modernistic designs; 
state experience and references in re- 
plying. Address ‘“S., 1758,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN wanted for Middle, South 
and Northwest to sell as_ side line 
sterling silver custom jewelry, $6.75 a 
doz. and up, to established retail jewel- 
ers, department stores and gift shops; 
commission basis; apply with refer- 
ence. Asiatic Art Jewelry Co., 225 
Fifth Ave., New York City. 





A-1 SALESMAN wanted to carry a popu- 
lar and long established and extensive 
line of 14 karat gold, precious and 
semi-precious stones, jewelry, for very 
reputable importers and manufactur- 
ers; territories open, Middle West, 
South and Southwest; commission 
basis; give full particulars and refer- 
ences. Address “V., 1755,” care Jewel- 
ers’ Circular-Keystone. 


Belp Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELER capable of handling jewelry 
repairs in trade shop. John Marshall, 
508 Close Bldg., Toledo, Ohio. 





WANTED, first class watchmaker; per- 
manent position: enclose references 
with anvplication. Address P. O. Drawer 
1201, Fayetteville, N. C. 








LEADING jewelry box house has open- 
ing for salesmen in New England, 
Midwest and Western territory: no ob- 
jection to side line. Address “R., 1749,” 
care Jewelers’ Circular-Keystone. 





SALESMAN wanted to handle fine line of 
gold bracelets, only best stores, «vhole 
U. S. A.: side line permitted. Address 
“M., 1741,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, jeweler, engraver, only 
dependable, capable, first class man 
considered ; permanent position, salary 
$55 week; write particulars and in- 
formation to Raff’s, Talladega, Ala. 





WANTED, watchmaker, A-1 man, re- 
liable and capable: state ability and 
experience in first letter; will pay the 
price for the right man. Address “B., 
1779,” care Jewelers’ Circular-Keystone. 





WANTED, Juyior watchmaker; have 
opening with excellent opportunity to 
complete training; give references and 
other information in first letter. Fried- 
man’s Jewelers, Savannah, Ga. 





JEWELERS for repair work, also com- 
bination jeweler and stone setter, and 
jeweler and engraver; steady work, 
trade shop. Address “C., 1725,” care 
Jewelers’ Circular-Keystone. 





A GOOD position open for manager of 
well established jewelry store; must 
have good references, a Texan, and ex- 
empt from service. Address “A., 1723,” 
care Jewelers’ Circular-Keystone. 





WANTED on steady basis, watchmaker 
capable of repairing all make watches ; 
give references and as much informa- 
tion as possible first letter. Friedman’s 
Jewelers, Savannah, Ga. 





WANTED jewelry repairer and _ en- 
graver on steady basis; furnish refer- 
ences and complete information first 
— Friedman’s Jewelers, Savannah, 

a. 





SECRETARY, intelligent woman with 
long experience in Swiss watch indus- 
try; New York City concern. Address 
“C., 1880,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected, 
Address “J., 4321,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, a permanent position is 
available for a first class watchmaker; 
state age, experience, references and 
salary expected. Lux, Bond & Green, 
Inc., 70 Pratt St., Hartford, Conn. 





WATCHMAKERS; permanent opening 
for first class man, also second watch- 
maker; complete information includ- 
ing age, experience, references and 
salary expected. Lux, Bond & Green, 
Inc., Hartford, Conn. 





YOUNG LADY for clerical position in 
office of large New York City manu- 
facturer: write giving complete de- 
tails, including former employment and 
age. Address “R., 1828,’ care Jewelers’ 
Circular-Keystone. 





CERTIFIED watchmaker wanted, or 
watchmaker of unquestionable ability; 
bench work only; daylight shop where 
good work is appreciated. G. R. Hard- 
ing, care Edwards & LeBron, Jewel- 
ers, 805 Market St., Chattanooga, Tenn. 





MATERIAL man with thorough knowl- 
edge of Swiss and American materials; 
first class house; permanent; good op- 
portunity ; Southern town. Address “‘J., 
1820,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER;; retail watch shop: out 
of draft; steady position; no floaters; 
ground floor; able to take in and de- 
liver work; good light, pleasant; 
Western Pennsylvania. Address “F., 
1818,” care Jewelers’ Circular-Keystone. 





SALESMEN WANTED; openings will 
occur due to enlistments; territory un- 
certain; state selling experience, age, 
ete.: all replies kept strictly confi- 
dential. Walter Lampl, 608 Fifth Ave., 
New York City. 





EXPERT WATCHMAKER, one capable 
of doing railroad and wrist grades; 
permanent position; either salary or 
commission; man wanted, not eligible 
for the draft. Address “TL, 1740,” care 
Jewelers’ Circular-Keystone. 





JEWELER, repair and new work, in 
Middle West; excellent working condi- 
tions, permanent position; give all in- 
formation and references in first letter. 
Address “B., 1724,” care Jewelers’ Cir- 
cular-Keystone. 





EXPERIENCED watchmaker and en- 
graver; permanent position; please 
write full qualifications; salary $60 
a week. V. V. Vick, Jeweler, Co- 
lumbus, Ga. 





EXPERIENCED engraver and jeweler, 
or watchmaker and engraver; steady 
position; state age, experience and 
salary. Green’s Jewelry Store, Potts- 
ville, Pa. 





128 


THE JEWELERS’ CIRCULAR-KEYSTONE 








en- 


er- 
rst 
ah, 


ith 
1s- 
288 
ur 


ig 
i- 
i- 
d 
n, 


5s 8§ wee" 


HELP WANTED—Continued 


ASSISTANT to foreman; preference 
given to good jeweler, age 30 to 35 
years; experienced in handling special 
orders; good salary with opportunities 
for advancement; replies held in 
strictest confidence. Address “G., 1452,” 
care Jewelers’ Circular-Keystone. 

















SOUTHWEST’S leading trade shop has 
permanent position for jeweler who 
can do special order work and repair- 
ing; give details and salary expected 
in first letter. Orkin Jewelry Manufac- 
turing Co., Southland Life Bldg., Dallas, 
Texas. 





WATCHMAKER, must be A-1 man, cap- 
able of full charge; excellent opportu- 
nity ; permanent, pleasant working con- 
ditions; write immediately, stating age, 
qualifications and salary expected; 
location near Chicago. Address “H., 
1714,” care Jewelers’ Circular-Keystone. 





WANTED, at once, first class watch- 
maker, one capable of taking charge 
of repair department with old estab- 
lished firm; good working conditions; 
if interested write particulars and sal- 
7 jaa, E. W. Phillips, Wallace, 
Idaho. 





WANTED, experienced man to help man- 
age jewelry store, do some light jewel- 
ry and clock repairing, no watchwork ; 
good opportunity to right man; perma- 
ment position; well established store; 
full particulars. H. E. Hayward, iil 
Marion St., Oak Park, Ill. 





GIFTS, housefurnishings and jewelry 
salesmen accustomed to $5,000 yearly, 
to represent progressive Metropolitan 
jobber; must have following; terri- 
tories available New England, New 
York State, Ohio and Southwest. World 
Trading, 37 W 23rd, New York City. 





ENGRAVER, have opening for first class 
jewelry engraver (no die work) in 
South’s largest city; ideal climate, 
steady year round work; air cooled 
store; state experience, references and 
salary expected. Miller Bros., 838 
Canal St., New Orleans, La. 





SWELL side line for a salesman cover- 
ing large territory; a jeweler’s and 
silver double purpose polishing cloth; 
a popular line; every store a potential 
customer both "for promotional and re- 
sale purposes. Address “N., 1742,” care 
Jewelers’ Circular-Keystone. 





DISPLAY case maker, one who knows 
how to make and design all types of 
ring, watch and necklace cases, trays 
and displays, using cloths, velvets and 
leatherette, on wood and cardboard. 
Velvet Sample Card Co., 836 Broad- 
way, New York City. 





TRAVELING salesman to carry line of 
diamond mounted rings; only those 
with following of established retail 
stores need apply; excellent references 
essential; must furnish bond. Write, 
Chas. Berlin & Co., Inc., 95 Nassau St., 
New York City. 





WANTED, first class watchmaker, ex- 
Pperienced and in good health; watch 
and clock repairing required only; 
state age, qualifications, recommenda- 
tions and salary expected. Greenwald 
& Adams, Jewelers, 60 E. Congress, 
Tucson, Ariz. 





SALESMAN, an attractive and perma- 
nent position is available for a high 
type jewelry and diamond salesman; 
must have good personality and refer- 
ences; cash store experience preferred. 
Lux, Bond & Green, Inc., 70 Pratt St., 
Hartford, Conn. 


ALL AROUND draft exempt man who 


can do watchmaking, engraving and 
jewelry repairing; not a war time job, 
but a permanent job; good pay, quiet 
surroundings; Ohio town; write all in 
first letter. Address “H. 1887,” care 
Jewelers’ Circyular-Keystone. 





WATCHMAKER; permanent position; 


good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Ad s 


“K., 819,” care Jewelers’ Circular- 
Keystone. 





SALESMEN WANTED; we have open- 


ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open ; commission with draw- 
ing account; experienced men _ need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 





INSTALMENT jewelry store manager; a 


qualified man can step into the man- 
agement of this store immediately; 
must understand all departments ; 
permanent; good income; old estab- 
lished firm; Central States location. 
Address “R., 1767,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, expert watchmaker; prefer 


one with knowledge of jewelry repair- 
ing and engraving; good salary to 
right party; must have first class ref- 
erence and be able to furnish bond if 
necessary; all correspondence strictly 
confidential. Lipson’s Jewelry Store, 
326 Main St., Fairmont, W. Va. 





SALESMAN must be experienced with 


jewelers, department stores and _ in- 
stallment jewelers, to sell fine gold 
filled and sterling silver jewelry line 
for Washington, South, Southern and 
Southwestern States; state experience ; 
age no object. Address “G., 1736,” care 
Jewelers’ Circular-Keystone. 





EXPERIENCED man to take full 


charge of a watch bracelet factory, 
with 50 employees; must under- 
stand tools; state experience. Ad- 
dress “R., 1759,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER;; excellent, steady po- 


sition for fine mechanic in high 
grade establishment; A-l references 
necessary; state full particulars and 
salary expected in first letter. Hersh- 
berg’s, Rochester, N. Y. 





SALESMEN by leading manufacturer of 


costume jewelry; experienced men 
resident in the territory; line sells to 
department stores, jewelers, specialty 
shops, gift shops: attractive commis- 
sions, monthly settlements; no objec- 
tion to other lines; several important 
territories open; write fully stating 
territory, references. Address “G., 
1585,” care Jewelers’ Circular-Keystone. 





MANUFACTURER of a general line 
of mountings, wedding rings and spe- 
cial order work has an opening for a 
jeweler, age about 35; one possessing 
original and good ideas, who is a 
hustler and a good worker; a man 
with such ability has an opportunity of 
becoming assistant foreman; $1 per 
hour to start. Address “P., 1861,’’ care 
Jewelers’ Circular-Keystone. 








WANTED salesman to carry a line of 


mountings, cases, and diamond 
mounted jewelry for the East Coast, 
Midwest and South; an excellent op- 
portunity for a man with a good 
following. Address “E., 1793,” care 
Jewelers’ Circular-Keystone. 


SALESMAN must be experienced in sell- 
ing jewelry stores, department stores 
and installment jewelers, in California 
and Western States; maker of finest 
gold filled and sterling silver jewelry 
would like representative experienced 
in this territory; age no object; write 
full details of past selling experience. 
Address “J., 1737,’ care Jewelers’ Cir- 
cular-Keystone. 





MANUFACTURER of an exceptional 
line of gold ladies’ rings and wed- 
ding rings, mountings and mounted, 
also platinum ring line wants rep- 
resentative for the Middlewest; no 
objection to non-conflicting side 
line; all replies confidential. Ad- 
dress “D., 1683,” care Jewelers’ 
Circular-Keystone. 





WANTED, good watchmaker, capable 
of plain engraving and sizing rings 
in emergency; selling ability if 
possibile; age 30 to 45, draft 
exempt; permanent position; salary 
$50 per week with opportunity for 
commission and advancement; give 
references and experience. Leon 
Rubin, East Liverpool, Ohio. 








WANTED, watchmaker for established 
San Diego firm; good mechanic, able 
to estimate and take in work, one able 
to size rings and make minor jewelry 
repairs preferred; steady position; 
union wages; guarantee $60 per week 
minimum to the right man; also sec- 
ond watchmaker, salary $40 for 44 
hour week, time and one-half for over- 
time; write stating references, experi- 
ence, and age, etc. Address “‘N., 1881,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER and jewelry repairman 
(or clockmaker and jeweler) wanted 
at once; permanent for a _ capable, 
draft exempt man; high class store 
with fine grade of work; airy work- 
shop, splendid light, modern equipment ; 
close 6:30 P. M. including Saturday; 
20 miles from New York; owner is 
practical man who understands prob- 
lems connected with repair work; good 
wages; send references with first letter 
or bring for personal interview. B. A 
Weber, Inc., Ridgewood, N. J. 





WATCHMAKER, plain engraver, capa- 
ble of managing department; perma- 
nent; pleasant working conditions, 
$50 per week; write immediately, 
stating age, nationality, qualifica- 
tions; Montana cash store, catering 
to discriminating people; excellent 
opportunity to right man. Address 
*A., 1883,” care Jewelers’ Circular- 


Keystone. 





LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 

time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, III. 





NATIONALLY KNOWN ring manufac- 
turer, operating successfully for almost 
half century requires salesman to take 
over established territory covered for 
20 years by company executive; ap- 
plicant must have experience selling 
diamond bunch rings, diamonds, carved 
wedding rings, stone rings and mount- 
ings; territory New England and part 
of North Atlantic States: recent photo- 
graph requested with application; 
negotiations held in strictest confidence. 
Address “A., 1890,” care Jewelers’ Cir- 
cular-Keystone. 





‘Continued on page 130) 
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HELP WANTED—Continued 








WELL KNOWN manufacturer of an 
extensive line of the better kind of 
platinum and gold mounted and 
semi-mounted rings and wedding 
rings, modern. diamond watches, at- 
tachments and other salable items 
wants representatives; must have 
good retail following; open terri- 
tory; have no objection to non- 
conflicting side line; all replies con- 
fidential. Address “E., 1684,” care 
Jewelers’ Circular-Keystone. 





AIRCRAFT instrument _ technicians 
needed urgently; watchmakers’ experi- 
ence in precision work especially valua- 
ble when combined with necessary 
special instrument training; production 
of huge number of fighting planes 
opening up hundreds of good-paying 
permanent Civil Service instrument 
positions at Army and Navy aircraft 
maintenance depots; Civil Service Com- 
mission allows‘our six months training 
as your complete substitution for the 
two years’ actual instrument experience 
usually required; aircraft plants, air- 
lines and instrument manufacturers, 
also, are reserving our graduates for 
months ahead; get complete informa- 
tion on this interesting lifetime pro- 
fession. Write, American School cf 
Aircraft Instruments, Dept. J-5, 3903 
San Fernando Road, Glendale, Calif. 








For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





ESTABLISHED 30 years, doing 
business; urgent reasons. " 
Whitely, 8216 Oak St., New Orleans, 
La. 


good 
a 





FOR SALE jewelry store, established 20 
years: small stock, good repair store. 
Geo. Goepf, New Braunfels, Tex., only 
15 miles from Randolph Field, Tex. 





WELL ESTABLISHED jewelry = store, 
best location in Brooklyn, N. Y.: stock 
and fixtures: sales and repairs $500 per 
month: good reason. Address “C., 
1792,” care Jewelers’ Circular-Keystone. 





JEWELRY STORE in New Jersey with 
or without stock or fixtures, etc.; good 
business, plenty repair work: reason 
poor health: immediately. Address “O.. 
1860,” care Jewelers’ Circular-Keystone. 






JEWELRY STORE 
watch and jewelry 
in business: owner wants to retire en 
account of age. Ridgeway Jewelers, 
7422 13th Ave., Brooklyn, N. Y 





and stock: good 
repairs; 18 years 





SUBURBAN STORE: I have two subur- 
ban stores in Louisville and wish to 
sell one due to army classification. K. 


Coggeshall, .3725 Lexington Road, 
Louisville, Ky. 





ESTABLISHED jewelry store with com- 
plete stock: community of 100,000, 
County seat; reason for selling. army. 
Write. Paul Neuman, 3100 Versailles 
Ave., McKeesport, Pa. ™ 













FOR SALE, well equipped modern trade 
shop with good private following in a 
busy Connecticut defense city; price 
reasonable; ill health reason for sell- 
ing. Address “J., 1855,” care Jewelers’ 
Circular-Keystone. 





FOR SALE, in large city Central Illinois, 

- small jewelry store, complete stock, 
fixtures, material, machinery, crystals, 
ete., $2,750; repairs will pay overhead. 
Address “E., 1733,’ care Jewelers’ Cir- 
cular-Keystone. 





MODERN up to date jewelry store for 
sale; inventory, $12,000; clean stock; 
more work than one man can do; 
suburban Detroit, population 30,000; 
will . sacrifice; reason for selling, ill 
health. Write, Oak Jewelers, 102 S. 
Main St., Royal Oak, Mich. 





FOR SALE, jewelry store, very nzaat, 
nice stock, good repair business; doing 
over $1,000 per month business; best 
community in Southern’ California ; 
$6,000; sickness forces sale. Marion F. 
i 308 W. Fourth, Santa Ana, 
Calif. 





FOR SALE, jewelry store and gift shop, 
including greeting cards, with high 
grade watch and clock repair business; 
established over 40 years; 100 miles 
from New York City; best of reasons 
for selling. Address “V., 1772,” care 
Jewelers’ Circular-Keystone. 





FOR SALE, small jewelry store with fix- 
tures, no stock, over $500 a month 
watch repairs; low rent; located in 
one of the largest defense manufac- 
turing cities; very reasonable. for quick 
sale. Address “C., 1885,” care Jewelers’ 
Circular-Keystone. 





FOR SALE, Chicago jewelry store es- 
tablished 52 years, near busy trans- 
fer corner; cash and credit; clean 
up to date stock, $15,000; accounts 
receivable, $10,000; will lease store 
and fixtures or will sell fixtures; all 
modern; owner wishes to retire and 
practice optometry exclusively; no 
promoters and auctioneers. Address 
“D—P., 1783,” care Jewelers’ Circular- 
Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FOUR, six foot floor cases newly installed 
with fluorescent lighting. for sale; $200 





gets them. Address “N., 1762,” care 
Jewelers’ Circular-Keystone. 
3000 RING BOXES, plastic; 100 gross 


hold-on clutches; 300 trays with covers 
to hold one, two, three, dozen rings. 
Pollack, 95 Bowery, New York. 





15 FOOT mahogany wall case, also eight 
foot floor case to match; vrice very 
low; must be sold at once. Write, A. C. 
Kingsbury, Gloversville, N. Y. 





FOR SALE, Wagner’s portable electric 
soldering machine; one Fidelity elec- 
tric polishing motor; both fine condi- 
tion: will sell separately. Address “O., 
1867,” care Jewelers’ Circular-Keystone. 






fixtures in 
York store, five years old; four floor 
cases, complete sliding glass door wall 
cases, office grille and partitions; also, 
one large double door jeweler’s safe; 


SACRIFICE modern New 


available June 
1857,” care Jewelers’ 


name your own price; 
25. Address “L., 
Circular-Keystone. 





ey 


FIXTURES for jewelry store, containing 
three show cases, two with curved 
ends, two wall cases, a complete office, 
paneling enough for six private booths, 


mirrors, window backs, chairs in Cir- 
cassian walnut; also safe. Address 
“Pp, 1748,” care Jewelers’ Circular- 
Keystone. 





THREE solid mahogany show and wall 
cases, fitted with storage drawers, 8 
ft. long, also 4x5 ft. glass enclosed 
watch case and other pieces to match; 
G & S unbreakable crystal machine, 
watch bench, tables, mirrors and other 
odd pieces; all for less than half price. 
Box 307, Altavista, Va. 





MICONCAVE crystals, sizes six to 21, 
186 sizes, 25c. doz., $2.50 gross; 100 
unedged fancy shape, 89c.; gold filled 
bracelet crowns, 76c. doz.; 250 hour, 
minute, second hands, 83c.;_ staffs, 
stems, jewels, mainsprings, etc.; send 
for 23rd anniversary bargain bulletin. 


3eck Bros., Lau Bldg., Ft. Wayne, Ind. 





CUSTOM-MADE jewelers’ price cards 
with your name on every card and 
the prices you want; our cards have 
become famous throughout the 
United States because of -their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 








Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





EXPERIENCED, competent watchmaker 
with years’ of sales experience, inter- 
ested in partnership with reputable, 
progressive retail jeweler. Address “B., 
1760,” care Jewelers’ Circular-Keystone. 


HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 55 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 








NEW AND USED watchmakers’ lathes, 
slide rests and attachments; pay high- 
est cash price for watchmakers’ and 
jewelers’ tools. R. P. “Dick’’ Gallien, 
220 W. Fifth, Los Angetes, Calif. 





OFFICE FURNITURE; diamond assort- 
ing table, walnut, black glass top, five 
feet long, 20 inches wide, three locked 
partitioned drawers; two high stools; 
$35. A. D. Leveridge, 607 Fifth Ave., 
New York City. 





NATIONAL REGISTER total $99.99, 
good repair, $45; check protectograph, 
like new; store fixtures; 14 ft. wall 
cases, solid mahogany, 14 ft. show 
cases to match above, A-1 condition; 
no agent. 348 Hildreth St., Lowell, 
Mass. Telephone Lowell, Mass. 3-1343. 














GORDON BROS., cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 89. 





WANT TO BUY established jewelry store 
in California: have $5,000 cash to in- 
vest; give full information in first let- 
ter, no brokers. Address “D., 1886,” 
care Jewelers’ Circular-Keystone. 





DISCOUNT and auction sales con- 
ducted for legitimate jewelers if you 


need cash; write or wire A. E. 
Gates, Room 817; 366 Fifth Ave., 
New York City. 
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BUSINESS OPPORTUNITIES— 
Continued 


—"— = 
—————— 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 














DIAMONDS, colored stones, watches, 
jewelry, and silverware; highest prices 
paid upon your approval of my quota- 


tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 





M. HARRIS, auctioneer, 1337 Fteley 
Ave., New York; I guarantee a profit- 
able sale, no stock is too high grade 
for me to sell at a profit; sales con- 
ducted on commission basis, anywhere ; 
write or wire if interested; best refer- 
ences on request. 





COLMES' Bros.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
«Aa Telephone Bowling Green 
= ol. 





WANTED, busy watch repair department, 
West Virginia or nearby, by watch- 
maker thoroughly experienced on all 
grades, including accurate railroad ad- 
justing ; have good equipment, also ina- 
terials; salesman; references; prefer 
commission. Address “Y., 1778,” care 
Jewelers’ Circular-Keystone. 





JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best. refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





HIGHEST PRICES paid for diamonds 
and diamond jewelry of any amount; 
cash remittance mailed the same day 
shipment received; goods returned 
prepaid and insured if you do not 
accept our offer; we also buy 
chipped, Old Mine and imperfect 
diamonds; turn into cash your ob- 
solete and excess diamonds and dia- 
mond jewelry; best bank and trade 
references; est. 1919. Harry Elkins, 


5 S. Wabash Ave., Chicago, III. 


Iosetnessetniinessremen-senneeseessarraeeagseuemmen een ee EEE 


Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


—— 











WANTED. watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, ete.;: give full 
details. Liniek, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 


FOR May, 1942 





WANTED, Paulson Time Micrometer, 
flasher type, wooden cabinet, good con- 
dition. Address “S., 1751,” care Jewel- 
ers’ Circular-Keystone. 





WANTED TO BUY face plate and slide 
rest for Mosley lathe, balance and 
plate jewels; state price... A. S. Eby, 
Bartlesville, Okla. 





WANTED, jewelry factory, eight to 12 
seats; New York City; describe equip- 
ment, price, rental, ete. Address “P., 
1765,” care Jewelers’ Circular-Keystone. 


a 





WANTED, electric time micrometer, 
Froction jeweling tool, and_ electric 
watch cleaner; give make and tmodel 
in first letter. E. D. Marshall, Hunts- 
ville, Texas. 





WANTED, hand rolling mill, small bench 
type with three or four inch plain rolls: 
highest cash price paid. Address, 
Thomas A. Rhoads, 178 S. Main St., 
Akron, Ohio. 





HIGHEST PRICES paid, watchmaker’s 
lathe, benches and materials, jewelry, 
machinery, scales, stores and factories; 
optical tools. machinery and_ supplies. 
Pollack, 95 Bowery, New York. 





WANTED, New Century engraving a- 


chine in good condition; give lowest 
cash price and particulars. Address 
“O., 1825,” care Jewelers’ Circular- 


Keystone. 





OILD FASHIONED jewelry purchased at 
highest prices; send trial package for 
cash offer: references furnished upon 
request. Wood & Straid, 207 Main St., 
Northampton, Mass. 





JEWELRY STORE; will pay all cash, 
rrice ™ust be reasonable: give reason 
for selling. and all particulars, stock, 
fixtures, etc.; correspondence  con- 
fidential. Address. “Y., 1838,” care 
Jewelers’ Circular-Keystone. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SPACE to rent, suitable for watchmaker, 
evgraver, setter or diamond dealer; 
North light. J. Cattaneo, 1 W. 47th 
St., New York City. Br. 9-5258. 





ATTENTION: jewelers, dealers, ‘mn-*- 
chanics; desirable space now avail- 
able in our completelv modernized ex- 
change; new mezzanine floor (15 ft. 
ceiling) with private entrance from 
floor above; newly added ventilating 
system and perfect fluorescent light- 
ine for your convenience; rentals from 
$15 include Holmes protection, light- 
ing. cleaning service: it will pay you 
to be listed in our tenancy which in- 
eludes many vYrominent dealers. 47th 
Street Diamond Center, 54 W. 47th 
St., New York City. Bryant 9-2163. 








Watch Work, ete., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EXPERT :MECHANIC on all sizes and 
makes: prices reasonable: quick ser- 
vice. Paul Schemichen, 1278 Halsey 
St., Brooklyn, N. Y. 








RELIABLE WATCH repairing for the 
trade since 1921: efficient, dependable ; 
mail service. Standard Watch Service, 
146 Fifth Ave., New York City. 





| 


| 
| 


WATCH REPAIRING for the trade, 
prompt service and reasonable prices; 
work guaranteed. J. A. Summers, 437 
S. Shippen St., Lancaster, Pa. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 





A-1 WATCHMAKER wishes to take out 
homework from importer, or _ retail 
store, in New York City; reasonable 
prices; a trial will convince you. For 
further information Address “‘S., 1695,” 
care Jewelers’ Circular-Keystone. 





HIGH CLASS watch repairing for ihe 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York City. 





SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing: 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged: further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St.. 
New York City. 





WATCHMAKERS: increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








To Exchange. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, $1,000 Old Mine diamonds, in 
exchange for my 50x110 foot, fully im- 
proved, restricted, Westchester lot. 
Joseph Hunt, diamond cutter, 210 W 
16th St.. New York. 
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Manufacturers’ News 





MIDO FEATURES DEALER HELPS 


Mido offers these five display units in full color to help retailers to tie in with the expanded 


national advertising. 


A comprehensive series of dealer helps 
has been provided as one part of the 
coming season’s advertising campaign on 
Mido Multifort Super-Automatic 
watches. Included are the several dis- 
play units shown in the accompanying 
photo. The large one shown in the cen- 
ter is 15 inches high and has two shelves, 
on which the watches can be displayed 
in boxes. It emphasizes the self-wind- 
ing, waterproof, non-magnetic and 
shock-proof features of the line and ties 
up with the familiar trademark robot 
figure. Each of the four smaller cards, 
which are in full colors, makes a 
specific appeal to one particular group 
of prospective Mido purchasers. One 
card carries an illustration of a doctor 
and nurse, one features the armed ser- 
vices, one the industrial worker and an- 
other the sportsman. Another card 





which is furnished to dealers but is not 
shown, has mounted on it one of the 
series of the current national advertise- 
ments, and a new consumer folder, in 
which six Mido models are illustrated, 
is offered with dealer’s imprints. 

The national magazine advertising 
campaign is being continued, and on a 
more extensive scale than last spring, 
when Mido began its national advertis- 
ing campaign in the United States. This 
spring, the campaign includes The 
Saturday Evening Post, Life, Esquire, 
Collier’s and Time, and the Journal of 
The American Medical Association has 
been added. The theme headlined is 
“Mido—the Waterproof Watch that 
Winds Itself.” All the advertisements 
carry the illustration of a _ military 
figure, as suggestion that the Mido 
makes an ideal gift to service men. 





International Silver to Sponsor 
News-Cast 


In tune with the times, International 
Silver is replacing its weekly “Silver 
Theater of the Air” which has been 
broadcast each Sunday afternoon over 
the Columbia Broadcasting chain, with 
a weekly analysis of the world’s news 
by a_ top-flight commentator, Ed, 
Murrow. 

Mr. Murrow is CBS’s ace foreign re- 
porter and news analyst. He was on 
the scene and broadcasting to America 
when Hitler took over Austria, when he 
marched into Belgium, and when En- 
gland was undergoing its blitz from the 
air. He is widely known and has a 
large following. 

Mr. Murrow’s newscasts will be heard 
each Sunday at 6 to 6:15 P.M. Eastern 
War Time over the 26 key stations of 
the Columbia Broadcasting System. The 
programs will be sponsored jointly by 
International’s Sterling and 1847 Rogers 
Bros. divisions. 


New Ad Manager for 
Prince Gardner 


Officials of Prince Gardner, St. Louis, 
manufacturers of Invisible Stitch Bill- 
folds, have announced the appointment 
of Emerson E. Hawley as advertising 
manager. 

Mr. Hawley, coming to the leather 
goods firm from the magazine field, ar- 
rives in St. Louis exactly 50 years after 
his father, Emerson “Pink” Hawley, 
famous baseball pitcher of the 90s, 
started his meteoric career with the old 
St. Louis Browns in 1892. 

Emerson E. Hawley graduated from 
the University of Wisconsin, where he 
became a member of Zeta Psi, and 
president of his class in 1927. 





Gruen Contest Draws Many Entries 


Hundreds of jewelers throughout the 
country report that many thousands of 
high school students are participating 
in the dance band essay contest spon- 
sored by the Gruen Watch Co. to create 
graduation season store traffic, accord- 
ing to Benjamin S. Katz, Gruen presi- 
dent. 

Value of national prizes offered in this 
contest totals $2440, aside from the 
prize of a $33.75 Gruen watch which 
is to be given to the best entry among 
each jeweler’s group of participants. 
First national prize is to be a $400 
Stromberg-Carlson radio-phono com- 
bination with 100 records plus $500 in 
war savings bonds. School attended by 
the winner also will receive a $400 
radio-phono combination and 100 rec- 
ords. Second and third prizes consist of 
radio-record awards of lesser value. 
The 25 next best entries will win 25 
records each. 

Basis of the contest is a brief essay to 
be written by the student on his favor- 
ite dance band and why he thinks it is 
tops. Students are required to obtain 
entry blanks from the jeweler sponsor- 
ing the contest in their city. Winners 
will be chosen in May. 
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GEMEX EMPLOYEES CELEBRATE OPENING OF NEW PLANT 


On March 27, on the occasion of the 
formal opening of their new daylight- 
saving plant, the Gemex Co., 1200 Com- 
merce Ave., Union, N. J., held an eve- 
ning party for all employes and friends, 
which was attended by more than 400 
people. A buffet lunch was followed by 
entertainment by home talent and 
dancing, Andrew J. Fogarty officiating 
as master of ceremonies. 

E. Prestinari, the company’s presi- 
dent, welcomed the employes and guests 
to the new plant, and the mayor of 
Union, who, with the city commissioner, 





was among the guests, welcomed the 
company to the community. 

The employes gave the company 42 
American flag, which was accepted by 
W. Lichtenfels who thanked all mem- 
bers of the organization who had con- 
tributed to the planning of the build- 
ing, especially Mr. Prestinari and W. J. 
Roy. 
The party was held on the spacious 
floors of the factory before the ma- 
chinery was set up for production, but 
all equipment has now been installed 
and the plant is in full production. 
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New Victory Emblem by Kreisler 





In keeping with the increasing popu- 
larity of patriotic motifs, and the 
American spirit of confidence, Jacques 
Kreisler Mfg. Corp., North Bergen, New 
Jersey, presents new “Thumbs Up” vic- 
tory pins and buttons. 

These new “Thumbs Up” ornaments 
for ladies and men come in sterling 
silver and are mounted in groups of 
six on compact display cards (7” x 542”) 
for counter and window. To carry out 
the timely appeal of the merchandise, 
the display cards have been attractively 
designed in red, white and blue. Like 
all Kreisler jewelry, this new item is 
being offered to jewelers exclusively. 





This Firm Pays Fair Prices 
For Chronometers for Navy Use 


Jewelers have been so much taken ad- 
vantage of by unscrupulous dealers who 
have been buying up chronometers for 
resale to the Navy (see pages 109 and 
144 of J.C.-K. for April) that definite 
news of at least one concern who is 
handling these transactions honorably, 
and paying fair prices, should be wel- 
come. 

Tue Jewerers’ Circutar-Keysrone is 
glad to spread the news of the manner 
in which the firm of Roth Bros., 104 
E. 23rd St.,. New York, is negotiating 
the purchase of these instruments which 
it is collecting, conditioning, and turn- 
ing over to the U.S. Navy. 

Jewelers are asked to submit to Roth 
Bros. chronometers which they are will- 
ing to sell for this purpose, with a memo 
of the age, make, condition, and asking 
price. Roth guarantees to pay current 
market values for all such instruments, 
even going so far as to voluntarily pay 
more than the asking price if the quality 
and condition of the chronometer justify 
it. If their valuation is lower than the 
jeweler’s, the latter is informed, and if 
a mutually satisfactory price is not 
agreed upon, the timepiece is returned 
to the sender. 

All chronometers accepted are 
checked and reconditioned in the Roth 
Shop and then turned over to the Gov- 
ernment at the Navy’s assessed valua- 
tion. 

Jewelers who make chronometers or 
chronometer watches available through 
this channel are thus assured of render- 
ing a valuable service to their country, 
and at the same time of receiving a fair 
and proper compensation. 


"Kin Pins" Available in Sterling 


The Voxall Corp., 342 Madison Ave., 
New York, announce that they are now 
making “Kin-Pin” patriotic emblem pin 
in sterling silver, in addition to their 
gold plated line. 


FoR May, 1942 





Reed & Barton Offers 
Radio Recordings for Retailer Use 


Six different series, each consisting of 
eight brief dramatized transcriptions for 
radio use, are being offered free of 
charge to retail jewelers by Reed & 
Barton, silversmiths. 

Carefully timed for one-minute broad- 
casts, each recording consumes 45 sec- 
onds, leaving 15 seconds for the indi- 
vidual jeweler’s “commercial.” Each 
transcription is a miniature dramatiza- 
tion, complete with music, sound ef- 
fects, and a variety of voices—all done 
by top-notch talent. 

The presentations are based on vari- 
ous themes, such as June_ brides, 
Mother’s Day, historical episodes, home 
morale, and so on. Further details may 
be had by addressing Reed & Barton, 
Taunton, Mass. 


Watchwords Are New Feature 
Of Longines Radio Programs 


Into the Longines-Wittnauer “World’s 
Most Honored Music” programs now 
being broadcast on radio stations all 
over the country a new feature has re- 
cently been introduced. During each 
program the announcer says “Here is 
today’s watchword,” and follows with a 
suggestion for helping the consumer to 
keep his watch in better condition. Be- 
cause these suggestions are the very 
things that jewelers continually tell their 
customers this reiteration is expected 
to help to impress the public with the 
need for giving their timepieces proper 
care. 

Some of the Longines watchwords are: 
“For best service from your 
watch, wind it once a day, pre- 
ferably in the morning at the 
same hour.” 

“Never open the back of your 
watch for any reason, a speck of 
dust in the works can spoil its 
accuracy.” 

“If the dial of vour watch gets 
rusty or dirty it indicates that 
dirt or moisture is getting under 
the crystal, and that it needs 
cleaning or revlacing. This dirt 
also enters the movement and 
will iniure it.” 

“A blow that will break a crystal 
is often enourh to damage a watch 
movement. Have a good jeweler 
revlace the crystal and check 
your watch for damage at the 
same time.” 

“Ladies do not put your 
watch away in the same drawer 
with powder and other makeup. 
Often powder can get into the 
movement and spoil its accuracy.” 
“Often a watch will run for many 
years without cleaning, but the 
oil will get thick and gummy, and 
letting the watch run may cause 
permanent damage. Do not take 
chances, have your watch cleaned 
and reoiled once a year.” 
“Sometimes a watch can fall to 
the floor without iniury. On an- 
other occasion, a watch part can 
be broken if the watch is dropped 
a few inches. To be sure, try 
never to drop your watch.” 

The Longines World’s Most Honored 
Music programs with Mishel Piastro 
and the Longines Symphonette is now 
in its third cycle of national broadcasts. 





Detroit's Olympia Has 
New Bulova Sports-Timer 





The second largest indoor sports 
stadium in the world, Detroit’s Olympia, 
has had installed the remarkable new 
four-sided sports-timer, shown above, 
which hangs directly over the center of 
the arena and is remotely controlled by 
the official timer, at the ringside. Es- 
pecially designed by the Bulova Watch 
Co. to meet the Olympia’s many diver- 
sified scoring requirements, the sports- 
timer boasts many startling innovations. 

The new device is equipped to record 
elapsed time for boxing, hockey, basket- 
ball or any other sport with periods of 
20 minutes or less, and also shows 
players’ numbers, scores, penalties, and 
“time out.” All four sides are exactly 
alike so that a set of dials, as well as 
the other information is visible from 
every seat in the arena. 

As shown by the photograph, a con- 
ventional clock is installed at the top 
center of each panel. Directly beneath 
is the “period” clock, which records 
time by four-minute periods (as in box- 
ing matches) or for 20-minute periods 
(as in hockey and basketball), by mere- 
ly throwing a switch. 

For boxing, an automatic bell rings 
to announce the beginning of the first 
round, simultaneously with the starting 
of the timer itself. After three minutes 
have elapsed, the bell rings again to 
announce the end of the round and the 
start of the one-minute rest between 
rounds. An automatic horn sounds the 
warning signal 10 seconds before the 
bell rings for the new round. “Time- 
out” signals are provided for sports 
where this is needed, as in hockey. 

To the left and right of the “period” 
clock are double penalty dials, for 
hockey, constructed to show elapsed 
time for either two minutes or five 
minute penalty periods. The inside dial 
is illuminated in blue and the outer one 
in white. Two separate hands make it 
possible for both dials to be used simul- 
taneously. In addition, the number of 
the player who is being penalized is 
flashed above the penalty dials. Scores 
are shown at the bottom of the timer. 

All the timing, period, number and 
score changes are remotely controlled 
from a single monitor board, which is 
located at the ringside. 





To Close Providence Branch 


Kittay & Blitz, importers and cutters 
of precious, semi-precious and imita- 
tion stones, are closing their branch 
office in Providence for the duration of 
the war as a result of the regulations 
imposed on the jewelry industry and 
the shortage of stones. The main office 
at 22 W. 48th St., New York, will con- 
tinue usual operations and all cus- 
tomers will be served from there. 
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Oneida Community to Make Sterling 


Illustrative of the startling changes 
that are taking place in the jewelry bus- 
iness under war conditions is the an- 
nouncement just issued by Oneida Com- 
munity, Ltd. This fine old organization, 
whose name for nearly three-quarters of 
a century has been synonymous with high 
grade silver plate, is now going to 
change over to the manufacture of ster- 
ling because of the governmental pro- 
hibition of the use of metals needed for 
making plated ware. 

To jewelers who have followed the 
course of recent government rulings the 
news that Community will be offered in 
sterling will probably be not too surpris- 
ing, in spite of the break with tradition. 
According to Harley H. Noyes, director 
of sales, advertising and merchandising, 
this is no sudden decision. 

“For several years,” he said, “we have 
been at work on plans for a quality line 
that would hold the same high position 
in sterling that Community has for so 
many years held in plated ware. Na- 
turally the complete shut-down in the 
manufacture of Community Plate has en- 
abled us to hasten our plans. 

“Inasmuch as successful retail selling 
in sterling, as well as in plate, depends 
upon having patterns that command a 
wide-spread popularity, dealers know 
that Community Sterling will turn over 
fast, for we shall introduce the line with 
two patterns of proven success. Other 
new patterns will be available later. 

“Further information concerning Com- 
munity Sterling will be made available 
to the trade as fast as possible. Delivery 
will be in ample time for jewelers to 
plan their fall and Christmas business.” 


Hamilton Watch Officers Reelected 


The nine members of the board of 
directors of the Hamilton Watch Co. 
were all reelected without opposition at 
the annual stockholders’ meeting in a 
brief session held April 14 in the com- 
pany’s new office building. Calvin M. 
Kendig, who presided, said that war 
work had so crowded the old offices that 
the new building made available badly 
needed space. The rooms formerly 
occupied as offices in the older factory 
building will be freed for the expanding 
production program. 

The shareholders voted approval of 
contributions made by the company dur- 
ing the past year of $9,150, including 
support to the Welfare Federation, Red 
Cross, etc. 

The board, which consists of Dwight 
L. Armstrong, J. W. B. Bausman, Jr., 
Frank C. Beckwith, Calvin M. Kendig, 
William J. Neuhauser, Frank K. Sener, 
William Shand, J. Hale Steinman, and 
Charles G. Watt, met immediately after 
the stockholders’ session and reelected 
the same officers to serve again in 1942, 
as ‘follows: chairman of the _ board, 
Frank C. Beckwith; president and trea- 
surer, Calvin M. Kendig; first vice-presi- 
dent and secretary, Charles C. Smith; 
vice-president in charge of sales, W. 
Ross Atkinson; vice-president in charge 
of manufacturing, George P. Luckey; 
assistant treasurer, Harry R. Lawrence; 
assistant treasurer and assistant secre- 
tary, William J. Neuhauser; comp- 
troller, Robert B. Thompson. 
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4700 Elgin Workers Enroll for "All-Out'' War Production Drive 


Three members of the nation's armed forces, all of them Elginites, praised patriotic 

conduct of Elgin National Watch Co. defense workers in “heloing to produce for 

victory" at a war production rally held in all three Elgin plants. On the program 

were, left to right, Sgt. Thomas A. Fischer of the U. S. Marines, Lt. William E. Koch, 

U. S. Army, and Chief Warrant Officer Franz J. Romeis of the U. S. Coast Guard. 
Second week of the "Drive" saw production reach 92% of goal. 


Forty-seven hundred Elgin National 
Watch Co., employees enrolled last week 
in the nation’s tremendous “Production 
and Victory” drive. 

Goal of the campaign is to provide the 
equipment—the vast flood of guns, ships, 


~planes, and tanks—needed to whip the 


Axis, and to provide them quickly. As 
its share of this vital equipment, Elgin 
is now turning out quantities of preci- 
sion instruments and special timing de- 
vices for the Army, Navy and Aviation 
forces. 

Elgin’s employee-management  spon- 
sored production drive was officially 
launched April 1. Personnel from the 
Great Lakes Naval Training Station in- 
cluding officers, enlisted men, and a con- 
tingent of Red Cross nurses visited the 
three Elgin plants. Ensign W. N. Jen- 
nings of the Navy public relations staff 
addressed the Elgin employees and out- 
lined the objectives of the production 
drive. 

Meanwhile joint committees repre- 
senting employees and management have 
been named to correlate the production 
effort in the Elgin plants. Duty of these 


groups is to enlist employee cooperation 
in obtaining maximum production and 
top efficiency in every department, on 
every job, and at every bench. 

Employees are kept constantly posted 
on progress of their cooperative con- 
tribution towards winning the war. A 
large production chart has been placed 
in the assembly hall of Elgin’s number 
1 plant as a day-by-day reminder of 
how schedules are being maintained. In 
addition, “war production” bulletins 
keep workers informed as to the latest 
news of the drive to throttle the Axis. 

Huge posters emblazon the patriotic 
call to “produce for victory” at vantage 
points throughout the big shops, and 
likewise picture ordnance parts watch 
workers are making and the part they 
play in helping to crush Hitler, Mus- 
solini, and Hirohito. 

Suggestions for Uncle Sam’s produc- 
tion campaign are being solicited, and 
the best will be submitted to Mr. Nelson 
in Washington, for possible utilization 
by other industries engaged in war 
work. 





New Wedding and Engagement Rings 
Use Small Cultured Pearls 





A matched pair of engagement and 
wedding rings in 14 Kt. natural gold and 
cultured pearls, as shown in the photo- 
graph above, is one of the new items 
being currently offered by the Imperial 
Pearl Syndicate. A large pearl is used 
in the center of the engagement ring 
flanked on each side by small ones in the 





manner that melee is used with a larger 
diamond. The wedding ring is decorated 
with a row of similar, small cultured 
pearls in fishtail settings. Many other 
interesting new numbers are included in 
the company’s latest list. 





Official Service for Pennwood Clocks 


Jack Bergman, formerly vice-presi- 
dent and general manager of the defunct 
Pennwood Co., announces that he has 
purchased from the trustee in  bank- 
ruptcy the entire inventory of the bank- 
rupt concern and has also taken over the 
repair service on all Pennwood manual 
clocks. 

Mr. Bergman will operate under the 
name of Pennwood Numeral Clock Ser- 
vice and will be located in the McKenna 
Bldg., First Ave. and Ross St., Pitts- 
burgh, Pa., where he will render com- 
plete expert service with genuine parts 
and expert trained personnel on all 
Pennwood numeral clocks. 
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WHICH WAY? 


Ever HEAR ABpout the man who mounted his horse 
and rode rapidly off in all directions? 

It must have been somewhat like the performance 
staged by NACJ at their meeting in Chicago on April 8. 
At one and the same session two resolutions were 
adopted—one setting up a committee to re-open negotia- 
tions with ANRJA for a merger of the two national 
associations of retail jewelers—the other placing NACJ 
on record as favoring a proposal advanced by one mem- 
ber that the credit jewelers should unite with credit 
operators in clothing, furniture, and other fields, in an 
all-inclusive organization of instalment merchants. 

Apparently NACJ wants to get under somebody’s 
tent, but whose? Do they want to be jewelers who in- 
cidentally sell on divided payments, or do they want 
to be purveyors of credit who incidentally sell jewelry? 

A decision one way or the other is clearly called for 
—they can’t be both at once. 


SHORT SIGHTED 


Now AND THEN, it’s just a little difficult to understand 
the reasoning of some jewelers. 

For example, for months past retailers have been com- 
plaining about the difficulty of getting adequate sup- 
plies of watches. One would think that in such a situa- 
tion jewelers would hardly be cutting prices in an effort 
to get rid of them. 

Yet what do we find? Lying on our desk as we write 
this is a pile of newspaper clippings of big-space ads 
run by jewelers in more than a dozen widely scattered 
localities within just the past few weeks, screaming in 
big black headlines about their watch trade-in sales. 

“Up to $25 for your old watch!” “Double trade-in 
allowance on your old watch!” “Blank’s gives you the 
biggest allowance for your old watch!” “You'll get more 
for your old watch at Whosit’s!”’ 

Each one, if the ads are to be believed, is trying to 
outdo the other in giving away its inventory. Maybe 
we're crazy, but we must admit we can’t quite see the 
sense or logic of slashing prices on scarce, hard-to-re- 
place goods, and we can’t help wondering if some of 
the stores that are sacrificing merchandise to build to- 
day’s volume may not find themselves wishing before 
this war is over that they had those watches back again 
to sell at their full prices. ; 


GLASS HOUSES 


Most reapers probably are not greatly interested in 
arguments between competing publications, and we do 
not propose to carry on the one which our esteemed (so 
to speak) contemporary attempted to start in its latest 
issue. 

Nevertheless, the circumstances surrounding it were 
so amusing that we cannot resist the temptation to share 
the joke. In January, 1940, Tue Jewerers’ Circuar- 
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Krysrone had printed a news item which NJ says was 
incorrect—though no one else has disputed it—and in 
their issue of April, 1942, our friends rather laboriously 
dragged a reference to it into a story of their own, and 
made quite a to-do over what they claim was an incor- 
rect statement made over two years ago. 

The cream of the jest is that within the next few 
pages in the same issue in which they had to go back 
more than two years to find something in JC-K to criti- 
cize, the publishers of NJ found it necessary to print 
two retractions of admitted mis-statements which they 
themselves had published just the month before. 

What’s that old proverb about people who live in glass 
houses ? 


FALSE RUMORS 


CoNSsIDERABLE misunderstanding seems to have arisen 
about the recent order of the War Production Board 
which requires everyone who has rough diamonds in 
his possession to report them and also to report all sales, 
transfers or imports of them which may be made in 
future. 

The confusion perhaps was started by an item in one 
of those New York newspaper gossip columns that pre- 
tends to give the inside stuff on present and future hap- 
penings. The columnist, trying to make a startling 
story, and apparently not knowing much about the facts, 
announced that everyone would probably soon be asked 
to turn in their diamond rings and jewelry for use in 
war industries. 

Jewelers who saw the item were considerably dis- 
turbed, of course, because if it were true it meant the 
complete stoppage of all diamond business for the dura- 
tion. And even though it weren’t true, if people be- 
lieved it, they would naturally hesitate to buy diamonds, 
and the jewelry business would needlessly suffer. 

Actually, of course, the story is completely false. The 
order applies only to rough diamonds—not to cut or 
polished stones either loose or mounted. Moreover, in 
response to an inquiry from THe JEweLers’ Circucar- 
Keystone, the head of the division of WPB in charge 
of this activity assures us that even rough stones of 
jewelry grades will not be called in for industrial use 
unless some unforeseen emergency makes this absolutely 
necessary, and that there is no expectation whatever 
that cut and polished jewelry goods will ever be called 
for. 

It is unfortunate that certain newspaper writers who 
place sensationalism ahead of facts are in a position 
where they can broadcast silly mis-statements that might 
do a great deal of harm to legitimate business. 


A 


Editor 
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THE WATCH PRICE 
CLASS! 


“‘THERE’S NOTHING 
LIKE IT IN ALL THE WORLD” 


The great new Parker “51” has not only 
zoomed fountain pen volume upward, 
but the unit sale itself! That means more 
profit! It has worked like magic because 
this pen is so spectacularly different ... 
so unique ... so unlike anything ever 
before seen that it sells upon demonstra- 
tion. Just show the “51” to your own 
accounts . . . to the transient trade that 
goes through your store day in and day 
out, and find new profits where you 
never realized they have existed! Re- 
member . . . you make more money on 
selling the Parker line than you do on 
60% of your other merchandise. 








Wait for . 
COMMUNITY STERLING! 


There is — as you know —a ruling from Washington which has stopped 


the manufacture of high quality silver plate. 


We plan, therefore, to place COMMUNITY STERLING on the marke 


this Fall . . . im proven successful patterns. 


Further information concerning this new line will be placed in the trade’s} 


handsas rapidly as possible. 


In the meantime, in making your commitments for Fall Merchandise . . . 


it will be good business to wait for 


COMMUNITY” STERLING 


* Trade-Mark of Oneida Ltd. 





